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Lumber Dealers Sponsor 
Modernized Model Homes 


More than 7,000 people in one day 
visited the modernization model shown 
at left sponsored by Fairfield (Conn.) 
Lumber & Supply Co... . and 
thousands more were turned away be- 
cause of traffic problems! See details 
on page 36. 


“Sell the Remodeling Package, 
Instead of the Piece”’ 


¢ Lineyard Offers Land, Financ- 
ing, Home Planning and Dec- 
oration—page 48 


ALSO IN THIS ISSUE: 


© Dealers Find Profits in Resilient 
Floor Coverings—page 60 





Nterling 


aa nes 


HERE IS A BRAND NEW IDEA 


in sliding door hangers that pro- 


vides the easiest adjustment for 


plumbing or leveling sliding doors. 


The MICRO-CAM adjustment is 


so simple and practical you will 





wonder why no one thought of it 
before! It gives an easy precision 
adjustment not provided by any 


other hanger on the market. 


The hanger attaches to the door with only two screws which never 
have to be loosened or removed. To plumb the door a nylon 
cam is turned with a screwdriver which provides a smooth, 
easy, precise adjustment without the door falling down out 
of control. 


A single locking screw locks the nylon cam in place so 
adjustment is secure. 


THE MICRO-CAM ADJUSTMENT is in piain view and 
easily accessible, not located up between tracks where it cannot 
be reached. 


NOW AVAILABLE WITH STERLING HARDWARE-ASK ABOUT IT. 


Anoller Stalag Seat! 


WRITE TODAY FOR LITERATURE 


aE ie S terling Corporation 


ae en ON ee en Oe) LLiin of § 


truction files 
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HIGH PERFORMANCE! 
Linseed Ol Outside House Pacut 


You are sure, when you cover a surface with a good linseed oil 
paint, that the performance will be excellent. In advance, you know 
more about it than in the case of any other material. 
You know: 
V that the work will be done easily, at reasonable cost and 
without unexpected setbacks. 
V that linseed oil paint will level out smoothly and that 
the color will be as you want it. 
' that it will dry rapidly, adhere tightly without sagging. 
~ that it will give you a hard, tough, elastic surface that will 
hold its handsome appearance for a normal paint lifetime. 
that when you wish to repaint, the surface will be ready 
to receive the new coat without expensive preparation. 
NO OTHER VEHICLE CAN MAKE THIS STATEMENT! 


Customer compliments, no complaints 
When Linseed Oil is in your paints! 
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: Production & Wetordry 


This Self-Service . Sandpaper 


OR FASTER, EASIER SANDING! 


SANDPAPER CENTER =—— 


boosts sales 25”! cement 


Here’s the way to boost your daily sales of sanding products: 

get your stock out in the open with the 3M K-1 Deal—a 

complete, simplified grit assortment in one convenient self- 

service unit... 

COMPACT! Only 18” high, 1114” deep, 10” wide . . . takes 

less than a square foot of counter space. 

COLORFUL! Bright green and yellow lacquer finish is a 

real eye-catcher. 

STURDY! Solidly constructed of 34” basswood. 14” sliding 

Masonite shelves make it easy for customers to help them- 

selves. 

COMPLETE! The K-1 Deal pictured contains one sleeve each 

of Very Fine, Fine, Medium, Coarse, and Very Coarse PRODUCTION PAPER 
“PRODUCTION” BRAND Paper; and one sleeve each of Super c 

Fine, Extra Fine, and Very Fine ““Wetorpry Tri-M-ite”’ 

Brand Paper. Three other K-Deals are also available 

with varied assortments of flint, garnet, emery cloth, 

and ““Wetorpry Tri-M-ite” Paper. - PRODUCTION PAPER 
DON'T FORGET, you can also sup- =e 

ply your customers with famous top- ‘ 
quality ““PRODUCTION” BRAND Cloth 
Belts, Cut Sheets, and Discs to fit all 
popular sanding machines. Ask your 
jobber for details! 


ORDER the K-1 Deal, or any 3M “ se : 
sanding and refinishing supplies from Stock these “Scotch” Brand Masking Products 
your jobber. Or, write us for complete . . . ee . 
information. Address: 3M Co., 900 for extra profits with paint and finishing supplies 
Bush Ave., St. Paul 6, Minn., Dept. 
XS-49. Painters, plasterers, and refinishing men can all prof- 
itably use ‘“‘ScoTcH” BRAND Masking Products for 
éé ” j faster, neater jobs with less clean-up time. Complete 
C OTC H BRAN D ; line includes ““ScoTcH” BRAND Masking Tape, in a 
variety of widths; rolls of ““ScoTtcH’”” BRAND Mask- 
Masking Tape ing Paper; and the time-and work-saving “SCOTCH 
BRAND Apron Tapers that dispense pre-taped paper, 


é ‘S ¢ OTC i 7 ny by AN D — ready foruse, right on the job. “SCOTCH” BRAND Mask- 
genet ing Products are assortable for quantity price dis- 


counts. Ask your jobber for information, or write us. 
New A-815 Apron Taper 











— "SCOTCH", “PRODUCTION,” and “WETORDRY TRI-M-ITE” are registered trademarks of 3M Co., St. Paul 6, Minn, Export: 99 Park Ave., New York 16. Canada: London, Ontario.— 


iienesora ]Yfinine ano ]fanuracrurine COMPANY N 


... WHERE RESEARCH IS THE KEY TO TOMORROW WN y 
SSS ee 
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PERSONAL VIEWPOINT page 7 
NEW DEVELOPMENTS page 9 
MEN IN THE NEWS page 12 


WHAT'S THE PRICE? page 17 
HEADLINES AT PRESSTIME page 24 
DEVELOPMENTS TO WATCH page 32 


Features 


Modernization Model Homes 
“Operation Turkey” in Connecticut shows how lumber 
dealers can re-make America's old houses with model 
home technique. 


Lineyard Gives Ultimate in Home Planning 
Land, financing, drafting and decoration offered by 
Washington state chain. 


One Accountant, One Bookkeeper for 8-Yard Chain 
Mechanized accounting for Nebraska lineyard brings 
maximum efficiencies in both purchasing and sales ad- 
ministration. 


Lumbermen Find Profits in Resilient Floor Coverings 
Price-cutting in certain metropolitan areas discourage 
some dealers. But nationwide survey shows that resilient 
tiles and coverings pull well for many lumberyards. In- 
cludes facts on dealer inventories and sales. 


What's New in Resilient Floor Coverings 
Special roundup of products and sales aids on tiles and 
roll goods. 


Don’t Lose the Order If You Can Get It at a Net Profit 
Seventh in a series by Art Hood: “99 Ways to Sell at a 
Profit Against Cut-Price Competition." 





What’s Coming .. . 

Examples of ‘DSC’’— 
the magic management de- 
vice which can put any deal- 
er into the profit ledger... 
oe ne pee ae a new shed-store in Califor- 
NEW LITERATURE page 77 nia . . . how price-cutting 
CLASSIFIED ADS page 79 runs the market in Joplin, 
ADVERTISING INDEX page 82 Mo. . . . warehouse news 

. many new products and 
sales aids. ALL in your May 
11 issue. 
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IN THE NEWS... 


1958 SILVER AWARD for better hard- 
ware packaging was won by C. Hager & 
Sons Hinge Mfg. Co., St. Louis, in the re- 
cent 22nd Annual Packaging Contest 
held in New York City. President Archer 
L. Hager (right) and Charles M. Jones, 
Hager vice-president in charge of sales, 
are shown accepting the top design 
award. Their firm's prize-winning skin 
pack was in competition with over 1,000 
entries. 























Hexed by Builders? 

tired of chiseling, doing big volume 
at low profit? The answer is more 
DSC for every smart dealer. Learn 
what it is, how it can work for you 
in the next, 


MAY 11 ISSUE 


Prot ov ote, 


“THE LITTLE ONES”, as they are known 
at Pacific Lumber Co., Fort Lauderdale, 
Fla., have cut car upkeep in half, accord- 
ing to co-manager J. Allan Burns, in ad- 
dition to doing a good advertising job. 
Atop each Renault is a miniature of the 
trusses made by the yard. 

“Advertising our truss business this 
way has resulted in enough direct sales 
to pay for each vehicle," says Burns. 
He says the small cars have cut the cost 
of operating the outside sales car fleet 
“considerably” by halving gasoline con- 
sumption, reduced license plate charge, 
also lower insurance rates. 





Forget 7dh + Tr’... 


Pobmer-ik Painting Pointers 
gives accurate answers, fast! 


Even if you remember the formula, estimating the area of a 
cylindrical tank takes a heap of figuring. That is, it did until 
POL-MER-IK published Painting Pointers. With this unique 
book, you simply flip to Page 24 and there’s a handy table 
with the surfaces of 200 different-sized cylindrical tanks 
already computed. 

Painting Pointers is packed cover-to-cover with quick, easy- 
to-find answers to all your questions on estimating jobs, mix- 
ing colors, time payment, etc. No wonder more than 75,000 
paint contractors and dealers carry this helpful book in their 
pockets while on the job. 

These men also use and recommend POL-MER-IK. Paints 
extended with it level better, have a higher gloss and a tougher, 
longer wearing film. POL-MER-IK is pure linseed oil, specially 
super-treated to strengthen its molecular structure. 

If you use or sell POL-MER-IK LINSEED OIL, the 68- 
page, pocket-sized POL-MER-IK Painting Pointers is yours 
free. Just check and mail the coupon below. 


Archer 
obmor-ik 
LINSEED OIL 


used by more 
Painting 
Contractors 


than any other 
Linseed Oil 


Please send me copies of 
Pol-mer-ik PAINTING POINTERS 
| without charge. 
Mi idiand Check one 
| am a painting contractor who uses 
738 Investors Building Pol-mer-ik Linseed Oil. 


i lis 2, Mi to | ©) Lam oa paint dealer who sells fhe UNsteD OFF 
a Pol-mer-ik Linseed Oil. Pobmar 4 
SHOAL PAINTERS 


FIRST 


cnonct oF PROPES 





SE ee 


Address 
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PERSONAL VIEWPOINT 





Housing Facts and Fables 


This month Prof. Burham Kelly and his associates at the Massachu- 
setts Institute of Technology and Harvard University released a report 
on trends for home building. Three main points emerge: 


1. Giant corporations in metals and plastics are turning to the home 
building field for growth. 


Large-scale housing projects will increase, keyed to develop- 
ment in unincorporated areas less affected by building codes and 
unions. 


3. Off-site production of still larger house components will be in- 
creased and will use more steel, aluminum, ccncrete, plastics and com- 
position board in place of wood. 


In general, we agree with these basic points. More important, we 
know that progressive lumber dealers are aware of these trends and 
are moving fast to take advantage of them. Because dealers will play 
such an increasingly dominant role in the execution of these trends, 
we feel a few comments on them are needed. 


Regarding point No. 1, the entry of metals and plastics for light 
construction, A.L. documented this last September in the report, “The 
Challenge of Aluminum.” Both plastics and aluminum are not com- 
mitted to any channel of distribution. Significantly, these producers 
are wooing the retail lumber dealer. 


The alert dealer will accept new products, whether they are made of 
wood, plastics or metal. One example of this acceptance is the an- 
nouncement last month that the Lumber Dealers Research Service As- 
sociation will market aluminum products to its lumberyard members. 


The growth of large tract building—the No. 2 point in the Kelly 
report—is probably over-emphasized. If dealers and medium-sized 
builders work together and adopt the techniques of mass building, 
which we believe will happen, they will be able to provide better hous- 
ing value in small and medium-sized developments. This will give the 
giant tract builders a genuine run for their money and will result in a 
relative decline in the biggest tract builders’ percentage of home build- 
ing. 

It’s a truism that big speculative building today is more land devel- 
opment than home building. Frequently, most of the profit comes 
from the land, with a minimum return on the houses themselves. The 
dealer is playing an important role in land today. He will play a great- 
er role in land tomorrow. As dealers control more land, the medium- 
sized builder will get a greater share of the market. This subject will 
be explored in our May 11 issue and throughout 1959 in our columns. 


We believe that Prof. Kelly’s remarks on building codes and unions 
in unincorporated areas are only partially true. FHA minimum stand- 
ards and GI loan requirements are somewhat a national code for per- 
formance. As far as unions are concerned, we believe they will even- 
tually reach all building in metropolitan areas. It is naive to believe 
they will overlook any large project, no matter where located. 


Point 3 on the wider use of components and new materials cannot 
be questioned any longer. The dealer who neglects getting into home 
components is gambling with his future volume and the security of 
builder-customers. 


Speaking of components, Prof. Kelly’s report says that wood 
“shrinks and can hardly be machined into identical pieces with close 
tolerance.” We find it amusing to record this fast brush-off for wood’s 
future. He is suggesting that the wood industry will not move on both 
products and promotion. 


So far as component house parts are concerned, the Lu-Re-Co pro- 
gram and the more recent research and promotion on plywood com- 
ponents by DFPA, provide strong evidence that the wood industry 
will not be static. In the realm of merchandising, the National Wood 
Promotion now underway shows the industry is not entirely sleeping 

We also believe that Kelly underestimates consumer resistance on 


some substitutes for wood. 





Heavyweight (300 |b.) Bird Architect Shingles 
are worth shouting about. No need to 
be modest about a roof that'll last 50% 
longer. We're telling your future customers 
about Bird Architects in The Saturday 
Evening Post. Step up your customers to 
this better value roof—and make a longer 
dollar yourself in the process. 


These quality features of Bird Architect 

Shingies make selling easy. 

e@ 15” x 36” — 300 Ibs. per square. 

@ Three full layers of protection with 5” exposure. 

@ Exclusive jumbo granules, 3 times standard 
size, for richer texture and color, greater hold- 


ing power. 
ee - ca = =] 4- Bee e) Me Aclel Miele a 
For slopes as low as 2 in 12. 


Two 18" wide tabs vs. standard 3 for cleaner a : 
lines and stronger nailing. 
Massive — thickness of standard slate. 


50% longer life than standard shingle. 
ARCHITECT 


See tull specifications in SWEETS FILE se 
BIRD & SON, inc. EAST WALPOLE, MA Tait, fet & 


——A ‘ REVEPORT, LA. » CHARLESTON, S.C. 
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NEW 
DEVELOPMENTS 


American Lumberman, April 27, 1959 


MARCH PRIVATE STARTS SOARED to 117,000 units, a new record for this month and 
40,000 above March of last year. The annual rate rose to 1,390,000 units, 
well above the 918,000 adjusted annual rate in March, 1958. Total starts 
for the first quarter now have hit 295,000 homes. 

Suppliers have felt the upswing. Typical first quarter reports include: 
National Gypsum, up 20%; Johns-Manville, about 15% ahead; fir lumber orders 
11% up from 1958. Dealer sales are even better, ranging from 10% to 150% 
in some areas. 

Starts in the last six months continue to worry many industry leaders. 

S. W. Antoville, U.S. Plywood, feels housing may taper off by year's end. 
George C. Smith, F. W. Dodge, simply states "demand can't support a market 
all year for the number of homes we are building now." 

EXCESS PLANT CAPACITY is a nagging problem for many producers. Housing looks 
good but every manufacturer we know is also actively cultivating other 
markets--remodeling, farm and at a‘growing rate, the potential in 
urban renewal. 

You hear a lot of talk about this industry needing a "czar" to coordinate 
and make big plans. Individual manufacturers paddling their own canoes 
are beginning to realize coordination and planning is possible for broad 
objectives. 

Producers kicked the bucket on the Home Improvement Council. There were 
many holdouts, but dealers as a whole joined and supported the program. 
As now planned, HIC will continue, but place most of its emphasis on 
helping dealers become one-stop centers for home improvement. 

DEALERS ARE TAKING a new interest in components. Most of the sales will 
be to builders, but one retailer is fabricating components entirely for 
semi-finished homes in his yard for re-sale to consumers. Another plans 
to spot smaller component plants in West Texas to service builders and 
possibly smaller lumber dealers. 

Special-purpose, flexible jigs and time-saving assembly lines have been 
noted in Texas yards. Watch American Lumberman for details, along with 
data on new components systems. 

Rains in West Texas, the first for months in some areas, has brightened 
prospects for dealers. San Angelo retailers are encouraged by a big $28 
million dam underway for irrigation and flood control. 

WEYERHAEUSER'S PREFAB BANK has caused quite a stir at Port Newark, N. J. 
Adapted from a Weyerhaeuser Modular Built Home, it arrived ready for 
assembly in one truck load. The bank moved into the completed building 
in just three weeks. 

Possibilities of commercial buildings resembling homes have an especially 
strong appeal in suburban communities. Weyerhaeuser's components were 
Simple 4x8' wall panels similar to Lu-Re-Co, fabricated by hundreds of 
lumber dealers. 

RECORD-BREAKING BOXCAR UNLOADING was made last month by Stahlman Lumber Co., 
retailer in Houston, Tex. A fork lift truck and driver unloaded 31,520' 
of Douglas fir dimension from double-door 50' boxcar in less than an hour. 
Lumber was packaged using Boise-Acme-Sterling method as modified by Elk 
Lumber Mill, using six 10"x24" McCracken modular packets strapped together 
into 30"x48" units. Unloading costs were less than $5. 

WOOD WINDOW SHUTTERS and ceiling tile seem the key products being advertised 
most by lumber dealers this spring. Shutters are a prime example of a 
"natural" item for retailers in the field now being exploited by mail 
order houses, speciality firms and department stores. 

Considering that custom shutters for a typical window run from $29 to 
$50, it's a package sale worth cultivating. Slow delivery is a common 
complaint . . . something many dealers can lick with their established 
sources of display. 
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No knots or split ends! And 8’ or 16’ lengths, 12’ 
wide, of Insulite Primed Siding speed work. Mr. Thompson 
says, “It’s beautiful material to work with. Comes clean and 
perfect. We don’t have to spend a minute straightening or 


sorting pieces.’ 


$395 total savings! Builder Robert Thompson 
(right) and Ray Schach, Pres. Crescent Lumber Co., look 
over plans of Thompson’s 4-bedroom, 24% bathroom, 
double-garage home in background. They figure Insulite 
Primed Siding plus Insulite Sheathing, Tileboard and 
Fiberglas Wool saved total of $395 in construction costs. 


FIGERGLA WEN RNING FIBERGLAS CORP 


FF 


Cut sheathing time up to 40%! Insulite Bildrite 
Sheathing, used by Mr. Thompson for over six years, goes 
on up to 40% faster than lumber. It’s unusually water 
resistant. Cuts heating costs down to as much as 14 lower 
than average. 














Insulite Primed Siding shrugs off 70 mph 
gale, saves builder *50 per M on trial job! 


If you wanted to put Insulite Primed Siding to the 
most severe test possible, you couldn’t do much 
better than Robert Thompson, Crescent City, Cal., 
builder with 44 years’ experience. 

Mr. Thompson tried out vertical grooved and 
horizontal length Insulite Primed Siding on a home 
that’s perched on top of a 50-ft. bluff—a mere 400 
ft. from the Pacific Ocean. It’s buffeted by wind and 
rains. Exposed constantly to salt air and sun. 

The siding Mr. Thompson previously used in this 
area used to stain and cause paint failures. But a 


short time ago, winds blasted the Insulite Primed 
Siding on Mr. Thompson’s new house at speeds up 
to 70 mph. Rain was driven horizontally against the 
sidewalls. Yet the home showed no leaks and not a 
single trace of staining or blistering. Although Mr. 
Thompson’s men had never applied Insulite Primed 
Siding before, it went on so fast he still saved $50 
per M sq. ft. compared to 34” siding. 

Results like this can help you give your customers 
better service, build your sales. Get complete facts on 
Insulite. Write: Insulite, Minneapolis 2, Minn. 


INSULITE. 


sells easy...sells fast...stays sold 


Insulite Division, Minnesota and Ontario Paper Company S 


Minneapolis 2, Minnesota 
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make an extra sale 
wherever concrete 
is poured. . .with 


CONTINENTAL 


WELDED WIRE REINFORCING FABRIC 


30% Stronger Concrete Work 

Reinforced concrete bears heavier loads—stays new looking years longer be- 
cause the reinfofcing fabric controls cracking, minimizes effects of heaving, 
settling, shrinking. And the extra cost to your customer of adding Continental 
reinforcing fabric is less than 10 percent of the whole job! 


Precision Welded on the most Modern Machines 

Continental Welded Wire Reinforcing Fabric is electrically welded on ultra- 
modern machines, assuring clean welds and unitorm spacing. It lays flat and 
rigid for easy on-the-job application. Meets A.S.T. M. Specifications. Sizes 
and styles for most residential and commercial requirements. 


Tie in with National Advertising Theme, “Is it Reinforced?"’ 


People are asking more and more, “Is it Reinforced?" Be ready to make an 
extra sale wherever and whenever concrete is poured. See your jobber or 
write direct today for complete details. 


CPEALER POINTERS) 


Plywood Cutting Table 


Clyde Wilson, manager, Anamosa 
(lowa) Lumber Co., has built a ply- 
wood cutting table capable of han- 
dling sheets of various sizes. A num- 
ber of dealers have asked for dimen- 
sions, which are 4’x8’ and 2%’ 
high. It is built of 2”x2” dimension 
lumber. George Watters is the dem- 
onstrator. 


Aluminum ‘Marching 
Through Georgia’”’ 


“Two years ago, it was difficult to 
give away aluminum building products 
in our area. This attitude from the 
public and from builders has definitely 
changed, particularly in the past year. 

“In one week during the summer, 
for example, we sold five porch jobs 
using aluminum jalousies. For a long 
time, this market would not respond 
to jalousies. The attitude was, ‘That’s 
all right for Florida.’ 

“It now appears that the public 
has overcome that feeling and are 
seeking aluminum building products. 
We actually make more profit on 
aluminum windows than on wood 
windows in our market.”—John C. 
Shiflet, sales manager, Martin Lum- 
ber Co., Toccoa, Ga. 





» REINFORCING BARS FOR HEAVY 
CONCRETE CONSTRUCTION 
Continental reinforcing bars provide 
maximum bonding to produce the 
strongest kind of reinforced concrete 
construction. Write for literature. 


= GALVANIZED WELDED 
WIRE FABRIC 


in popular mesh sizes and widths. 
For window guards, tree guards, ani- 
mal pens, fences, corn cribs, grills, 
etc. Galvanized before welding. 


CONTINENTAL STEEL kcxowo. wos 
KOKOMO, INDIANA 
PRODUCERS OF Farm Fence, Posts, Gates, Barbed Wire, Standard Styles of Galvanized Roofing roof on a wooden frame. The display 


and Siding, Nails, Staples, Ornamental Lawn and Chain Link Fence, Wire Products. Welded center has a door which is padlocked at 
Wire Fabric (Galvanized—Reinforcing). night. 


OUTDOOR ITEMS ARE OUTDOORS—'Tis 
the season for lawn and garden and 
Richer & Sons, Inc., dealer in New Berlin, 
N. Y., is ready for it. Appropriately, the 
company merchandises garden and lawn 
goods in an outdoor structure as shown 
above—built of composition sides and 
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Builders add sales appeal, 
reduce construction costs 
for quality homes with 


Insulation of 
Care-free Alcoa 
Aluminum 


Aluminum’s dual benefits. With 
nine out of every ten houses being built 
incorporating insulation, the big question 
now is: “How shall | insulate?” 

When aluminum-clad insulation of 
Alcoa® Aluminum is properly applied, 
home builders receive two unequaled 
benefits: Extra sales appeal from lower 
fuel bills for heating, air conditioning or 
both; and actual dollar savings from in- 
stallation of smaller, less expensive fur- 
naces and air-conditioning units. 

Both these advantages stem from the 
amazing ability of aluminum-clad insula- 
tion to bounce back furnace heat in win- 
ter or solar heat in summer, while at the 
same time serving as a positive barrier 
against harmful moisture vapor. 

The trend toward greater use of alu- 
minum-clad insulation and other quality 
building products of Alcoa Aluminum re- 
flects an unmistakable desire of home- 
owners for efficient, maintenance-free 
homes. More and more, buyers are looking 
for Care-free living with aluminum. 





Turn the page and see 

why Care-free aluminum-clad 
insulation converts 

lookers into buyers 





ALUMINUM COMPANY OF AMERICA, PITTSBURGH 19, PA. 
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High reflectivity for high efficiency 


Aluminum-surfaced insulating materials do a 
more efficient job of retarding heat flow than other 
materials. 

Aluminum foil turns back over 95 per cent of the 
infrared radiant “‘heat’’ waves that strike it. Insu- 
lation coated with flaked aluminum pigment has a 
reflectivity of about 80 per cent for infrared radia- 
tion. Other insulating materials have a reflectivity 
of only 10 to 20 per cent. This makes aluminum-clad 
materials ideal for keeping homes warm in winter, 
cool in summer. 


Low first cost, plus added economies 


Aluminum-clad insulation is surprisingly low in 
cost, and additional savings, soon realized, more 
than repay the original investment. 

For example, a 1,200-sq-ft house, properly engi- 
neered and fully insulated with aluminum-clad in- 
sulation, can be heated and air conditioned for as 
little as $12 per month.* 

Savings in construction costs are common with 
aluminum-clad insulation. Because of its high effi- 
ciency, smaller and less expensive furnace units, 
ducts and registers or pipes and radiators can be in- 
stalled. Air-conditioning units can also be smaller 


Aluminum-clad 


and still provide adequate cooling. For a house 
properly insulated with aluminum-clad insulation, 
a two-ton unit can often be installed instead of a 
more bulky, more expensive unit, making it possible 
to cut the total cost of home construction. 

It all adds up to homes with the added appeal of 
year-round comfort—at a price everyone can afford. 


*Average cost over a year’s time. 


Complete moisture protection 


Aluminum is impermeable to moisture, making it 
a highly effective vapor barrier. 

This is an important feature for air-conditioned 
homes, since the unit not only has to remove heat 
from the interior atmosphere, but moisture as well. 
Since approximately 1,000 Btu of cooling capacity 
are required to remove every pound of water in the 
air, it obviously pays to keep moisture to a minimum. 


No deterioration 


Builders have found that aluminum used in insu- 
lation does not deteriorate with long use under 
severe conditions. They have found it low in cost. 
Since aluminum is impermeable to moisture, they 
found that aluminum foil forms a natural and highly 
effective vapor barrier. It prevents penetration of 
the moisture that is in the air of every room into 
cold wall spaces where it may condense and cause 
rotting timbers and blistered paint. 


insulation...for the year-round comfort 


and maximum 
economy that 
help sell homes 
faster 


Produced by dependable manufacturers in a 
variety of forms and sizes for every application, 
new construction and remodeling 


Fast, easy installation 


Aluminum-clad insulation can be installed easily 
and quickly. No technical or specialized training of 
man power is called for. 


Important facts you should know 
about aluminum-clad insulation 


Two research projects sponsored by Alcoa, one 
at the National Bureau of Standards and the other 
conducted by Pennsylvania State University, 
established the value of aluminum surfaces in com- 
bination with other types of insulating products.* 
The following data were also established: 
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Aluminum-clad insulation performs best in a venti- 
lated attic. 


Aluminum-clad insulation performs its greatest 
service in summer in ventilated attics, either flat or 
gable roof, when heat is flowing downward. 


Aluminum-clad insulation also serves a significant 
function in winter when heat is flowing upward. 


In walls, aluminum-clad insulation performs the 
same service in summer and winter, serving as a 
barrier that retards heat flow inward and outward. 


Aluminum-clad insulating materials must be prop- 
erly installed to be effective. 


The right amount of insulation is essential for maxi- 

mum heatproofing performance. 

*By utilizing the findings of these two tests, Alcoa engi- 
neers also arrived at the following conclusion: A newly 
built average-sized house (1,200 sq ft) can be heated 
and air conditioned throughout the year for as low as 
$12 per month. 


Where to insulate 


Attics and Ceilings—Twenty-five per 
cent of winter heat loss and thirty per 
cent of summer heat gain is through the 


Five basic types of aluminum-clad insulation 


Paper surfaced with a reflective 
coating of flaked aluminum pigment. 





Aluminum foil in blan- 
ket form which pro- 
vides multiple 
reflective 

air spaces. 





roof. The top-floor ceiling should be insu- 

lated unless the attic is to be used as a 

living area. In this case, only knee walls and header 
ceiling should be insulated. Space between insu- 
lation and peak of roof should be ventilated. 


Dormers—lInsulate all exposed wall and ceiling 
sections of all space around the window. 


Side Walls—lInsulate all outside walls. Be sure the 
vapor barrier faces inside the house. 


Heated Areas Adjacent to Unheated Areas— 
Insulation should separate heated areas from those 
which are not heated in winter, such as garages, sun 
porches and storage rooms. 


Floors Over Unheated Areas—Insulate over- 
hanging floors and floors over open porches, en- 
trances and unexcavated areas. 


Slab-type Floors—Reduce heat loss at the edge 
of slab-type floors with perimeter insulation. 


Slabs for Radiant Heating—Where radiant heat- 
ing coils are embedded, insulation is essential under 
the edges of the slab, as well as for the perimeter. 
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Aluminum foil laminated 
to one surface of 
insulating board 

or plaster- 

board. 


Fibrous insulation, faced or enclosed 
with aluminum foil, or paper coated 


with flaked aluminum pigment, ' ' 
or a combination of both. nee 


Fi: 


Aluminum foil sheet with foil 
surface backed by paper. 


Consult your dealer for counsel on 
the type best suited to your needs. 


ALUMINUM COMPANY OF AMERICA, PITTSBURGH 19, PA. 
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How to apply Aluminum-clad insulation 


Measure length of material re- 
quired, allowing 3 or 4 in. for end 
flange. Cut or tear. 


Draw the blanket to its full width. 
Air spaces form automatically. 


Fold ends of blanket and fasten to 
sill plates on either side, sealing 
the insulation. Fold the flanges 
over the face of the studs to close 
the edges. Final seal is made 
when gypsum board is applied. 


E BLANKETS 


Fasten flange of blanket along in- 
side ceiling joist with staples not 
more than 6 in. apart to form an 
air space % in. or more between 
gypsum board and vapor barrier. 


Staple flange to inside surface of 
next ceiling joist. 


Follow same procedure for wall 
insulation, except that air space 
between gypsum board and foil 
vapor barrier should not be more 
than % in. Top and bottom of 
blanket are usually secured first. 


FIBROUS BLANKETS 


Measure length of material. Allow 
3 or 4 in. for end flanges. Cut with 
insulation laid on a flat surface. 
Foil flanges can be formed by 
cutting away fibrous material. 


2, 


Draw blanket downward and 
fasten to stud plate. 


Fold flanges over the face of the 
studs to close the edges. Final 
seal is made when gypsum board 
is applied. 


When you use aluminum-clad insulation 
of Alcoa Aluminum, you gain the mighty 
selling power of the Alcoa Care-free tag. 
Promoted on two network television pro- 
grams, radio, national magazines and 
local newspapers, it identifies quality 
building products of Alcoa Aluminum, 
immediately says lighter, brighter living. 

Join the trend to aluminum for Care- 
free homes. Alcoa, the nation’s first pro- 
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Press blanket firmly into stud 
space and fasten to the sill plate 
with staples to form a %-in. air 
space between the gypsum board 
and vapor barrier. 


f 


© 
) 


Attach blanket to side of studs by 
staples not more than 6 in. apart 
to form a %-in. air space between 
vapor barrier and gypsum board. 


Install ceiling insulation using 
same technique, except that air 
space is 1% in. or more depend- 
ing on the width of the flange. The 
greater the air space in the ceil- 
ing, the greater the insulation 
effectiveness. In walls, this space 
must not exceed % in. For ceiling 
insulation, the sides are normally 
secured before the ends. 


The Alcoa Care-free tag helps you move more homes 


ducer of aluminum foil, invites you to 
share in its facilities and more than 30 
years’ experience developing better prod- 
ucts for American homes. 

For the names of manufacturers who 
make quality aluminum-clad insulation 
of Alcoa Aluminum, call your nearest 
Alcoa sales office or write: Aluminum 
Company of America, 1884-D Alcoa 
Building, Pittsburgh 19, Pa. 











ALUMINUM COMPANY OF AmrEmee 


need 
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what's the PRICEP 


General revisions of prices to contractors have taken 
place during the past two weeks in almost all regions of the 
country, with the movement generally upward. Fewest 
changes appear to have been made in the Middle Atlantic 
and Mountain zones (zones 2 and 8), especially in lumber 
items. Fir plywood prices have been raised approximately 
$5 nation-wide, especially sheathing items. In building 
materials there have been general small price increases. 

Car shortage fears among West Coast lumber and ply- 
wood producers are not easing; plywood shippers especi- 
ally are reporting a very tight situation in the supply of 
double door box cars. Predictions for carloadings of forest 
products during the second quarter of 1959 are for an 
increase of 5.2%, bringing plywood carloadings to a rec- 
ord level loading of 30,000 cars—a gain of 18.3%. What 
effect this may have on retail prices is not known. 


F . 
Current Retail Price Levels 
(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the ay ‘ . 
z 1 z 2 Zz 3 Zone 4 Zone 5 Zone 6 Zone 7 one one 
North Middle South East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 
Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $135 $135 $135 $130 — _ Mele 
Std. & Btr. dry R/L 2x4 aie $140 $145 0 re 
Std. & Btr. green R/L 2x10 $135 $150 $140 $1 . 
Std. & Bir. dry 2x10 R/L eles $160 sree 3133 $120 
Boards: Std. & Btr. green R/L 1x6 and 1x8 $120 $135 $13 


West Coast Hemlock, White Fir: $100 
Dimension: Std. & Btr. dry R/L 2x4 $125 $145 Hs $120 
Std. & Btr. dry R/L 2x10 $125 $140 $120 $100 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 $110 $140 —_ 
Western Pines: 
Boards: “aa dry 1x8 R/L S4S or $185 $192 $190 
pe a dry R/L 1x8 $4S or $145 $135 $150 
No. ’ 
pre Ag dry R/L 1x8 $4S or ara $310 $100 
Southern Pine: $130 $135 
Hy y m / 110 
Dimension oe. 2 & Btr. dry R/L 2x4 es $ the. $145 $160 
Boards: » . dry R/L 1x8 S$4S or 
D & M or shiplop $118 $130 on 
Hardwood Flooring: 
Clear oak 25/32"x2Y%” $275 oe $290 
Select oak 25/32"x2%” $260 $270 
Interior Softwood Paneling: 
No. 2 ponderosa pine R'W $230 oped S50 
No. 3 ponderosa pine R'W $220 $18 
Wood Siding: 
Redwood bevel siding %/,”x8” $255 on pd 
Cedar bevel siding ¥,""x8” $270 $260 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
Label 





PLYWOOD: 


Fir, Ye” DFPA-AD interior give 

Fir, Ya” DFPA-AD exterior glue 

Fir, %” DFPA-CD sheathing interior glue 
Fir, Ye" DFPA-CD sheathing interior glue 
Fir, %” DFPA-CD sheathing interior give 
Birch, 1/,” A2 

Philippine mahogany, '/,” rotary cut 


MILLWORK: 
Phil. mohogany flush door 
1%"-2-6x6-8 
Birch flush door 1%”-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and bolanced 


BUILDING MATERIALS: 

Outside white paint, first grade 
common steel nails 

Mineral wool insulation, fullthick bott 

Wood fiber blanket, std thick 

Ceiling tile 12x12” 

Acoustical ceiling tile 12x12” 

” insulating building board 

25/32” insulating sheathing 

%” gypsum wallboard 

V4" tempered hardboard 








PAPFAAAAAAY 

OoUw owon— 
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oo 


$200 
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How’s Business ? 


Optimism noted in these columns recently among lumber 
dealers is being translated into excellent business in all 
parts of the country. March showed an impressive come- 
back from the colder-than-average February in the North 
Atlantic, Middle Atlantic and East North Central zones 
when new home starts were few. In other parts of the coun- 
try where construction weather was good in February, 
March continued the uptrend. For the entire quarter, deal- 
ers have been reporting sales either the same as a year ago 
or considerably better. An informal barometer, the number 
of lumberyards offered actively for sale, appears to be at a 
low point and there are owners who report they are now in 
the market to buy yards but with few offers. 

Lumber shipments in the week ending April 5 were 6.2% 
above production, nationally. In that same week, new orders 
were 2.7% above production. Unfilled orders equalled 21 
days’ production, about the same as a month ago. For the 
year to date, shipments of lumber nationally is 2.3% above 
production; new orders are 5.2% up. 

Merchandising, at one time a dirty word among prosper- 
ous lumber dealers, this spring is getting close study by an 
increasing number of dealers. 

Reason? “We've looked at our sales and find we're get- 
ting 8% of our sales in the speculative home building field 
where 75% of the new home starts took place last year,” 
explained one dealer’s general manager to American Lum- 
berman. “If modern merchandising methods will help us 
sell in this market, we want to know about it. 

“And, when we found that we tend to gross 3% to 4% 


Billion Dollars 


> | NEW CONSTRUCTION ACTIVITY 
(seasonally adjusted) 


Total 


| 


Private Residential 


(nonfarm) \ 
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pistitipiss 


1959 


ROUSSE errr 





1956 1957 1958 


better on time payment sales than we do on cash or open 
account sales, we decided we’d be silly not to promote more 
business in this direction.” ; 

This trend toward stronger, more creative selling is evident 
in the current business reports received at presstime from 
dealers in every region; implementing this trend apparently 
will be one of the highlights of 1959 business in the nation’s 
successful retail yards. 

Good value of new homes currently is shown by some 
recently issued data by the U. S. Bureau of Labor Statistics: 
a new home today can be bought with fewer hours of labor 
by the average worker than in 1948. In 1948 an average 
five-room house cost 6,486 hours of labor at the then-aver- 
age wage of $1.35; today an identical new house costs 6,369 
hours of labor at today’s average factory wage, $2.12. On the 
other hand, a two-door automobile in the lower price range 
in 1948 required 892% hours of work, while today it costs 
945 hours. 

Mortgage money is still causing some concern for home 
building in the final months of 1959, in spite of March’s new 
home starts amounting to 117,000—a record for the month, 
and nearly 40,000 higher than a year ago. Home starts for 
the quarter topped the previous record achieved in the first 
quarter of 1955. There are some signs of a tighter mortgage 
money supply, with reports from West Coast areas of boosted 
discount rates. A barometer of mortgage money availability 
is the yield of government bonds, currently ranging from 
2% % to a strong 4.08%. Domestic corporate bonds are 
yielding investors an average of 4.41%. 


Billion Dollars Billion Dollars 
35 70 
MANUFACTURERS’ SALES & INVENTORIES 
(seasonally adjusted) 





Inventories * 
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* eck valve, ond of month 
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(Chart: from U. S. Dept. of Commerce) 


Sales Pulse 


Marketing Regions (See map page 17) 


Zone 3 
South 
Atlantic 


Middle 
Atlantic Atlantic 
Sales: Mar. '59 vs 
Mar. "58 
3 months "59 vs 
3 months ‘58 
Accounts receivable: Mar. 31, same + 2% 
"59 vs. Mor. 31, '58 
Inventory: Mar. 31, ‘59 vs + 3% +10% 
Mar. 31, ° 


+20% same same 


+-10% +-10% + 5% 


+10% 


Las? quarter's sales estimate 
Good 


March weather 


- East North 


— 5% 


Zone 9 
Pacific 


Zone 8 
Mountain 


Zone 7 
West South 
Central 


Zone 6 
West North 
Central 


Zone 5 
East South 
Central 


Zone 4 


Central 
+20% 


+-10% same 


+ 5% +25 % +15% +10% +-25% 


+-10% + 25% 4-15% + 5% 


+ 15% + 5% + 10% + 12% +20% 


—10% + 5% + 5% same 


+20% 
Good 


+ 20% 


+10% 
Good 


+ 5% 
Good 


+ 20% 
Good 


+15% 
Good 


+10% 
Good 
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ID" ANNOUNCES 


~ Weldwood Weldwood Weldwood 
Liquid Wax Exterior Stains Wood Preservative 


All with a full 40% discount’! 


Available only through hardware, paint, and building supply dealers 


*See Dealer Catalog sheet for prices 


And nationally advertised by America’s 
number one salesman... 


ARTHUR GODFREY 


on the Columbia Broadcasting System 
coast-to-coast radio network 


NO ONE HAS A WAY WITH WOOD LIKE WELDWOOD°@==s 





FROM THE PEOPLE WHO KNOW WHAT’S GOOD FOR WOOD 
New Weldwood Waxes 


WELDWOOD: 


FOR FINE woo?” 


R Ak 
CH IN CARNAUBA—NATURE'S finest ¥ 


SEMI-SOFT; GENUINE CARNAUBA PASTE WAX in one-pound cans. 

From the makers of famous Weldwood Prefinished Wood Paneling—a wax 
80 pure, so tough, so water-resistant your customers can get safe, sparkling 
beauty for all wood, linoleum, vinyl, and cork surfaces. 


RICH IN NATURAL WAXES. High Carnauba wax content—unmatched for its 


clarity, gloss, and toughness—unequalled by synthetic waxes and wax 


substitutes. 


WATER-RESISTANT. A damp cloth washes dirt away—wax remains. Highly 


resistant to waterspotting 


GOES ON SMOOTHLY. Semi-soft, so it is very easy to apply, yet it hardens 


to a tough, protective finish. 


LASTS LONGER. Will not scratch—scuffs in busy areas can be restored mere- 


ly with light buffing. 





LIQUID PASTE 


FOR Fine WOO?” 


CLEANS - PROTECTS - BEAUTIFIES 
WOOD PANELING - FURNITURE - FLOORS 





EASY-TO-USE, SELF-CLEANING LIQUID PASTE WAX in pint, quart, and half- 


gallon cans. 


WON'T HARM WOOD the way so-called “‘self-polishing waxes’”’ can. Weld- 
wood Liquid Paste Wax passed the most exacting laboratory tests of 
United States Plywood—specialists in fine woods and wood finishing. 


WILL NOT DISCOLOR. Clear, pure, won’t build up brittle deposits that can 
crack, turn yellow, rob surfaces of the beauty they had when new. 


CLEANS AS IT POLISHES. Saves time, saves work, protects as it beautifies. 


Now, at last, a wax pure enough for fine wood paneling... 
and durable enough for the most travelled floors! 





New Weldwood Exterior Stains 
IN 2 LONG-LASTING, NATURAL SHADES 


A deep penetrating, hard drying formulation 
of oils, resins, and pigments in two easy- 
to-use stains offering new beauty and pro- 
tection for exterior woqd siding and trim. 


in quart and gallon cans 


DRIFTWOOD WEATHER-AND SUN-RESISTANT. A built-in ultra 
q EXTE TAIN violet “screen” prevents fading and other dis- 
; RI OR S coloration due to sunlight. 


ENHANCES WOOD'S BEAUTY. Clear, deep pene- 
trating stains subtly bring out the wood’s 
native grain while adding rich, natural color. 


EASY TO APPLY. Homeowners and professionals 
alike get perfect results every time. 


For grey, naturally weathered effects 


j New Weldwood 
Wood Preservative 


W000 For homes, farm buildings, boats, truck bodies, etc. 


PRESERVATIVE, 


"Ox, ett <i 
C WaTER REPELLENT sen ; 
: Fe in quart and gallon cans 


A colorless, highly water repellent sealer for use on wood exposed 
to weather, water, or placed in contact with the soil. 


ie FUNGI STAIN ES PREVENTS ROT, decay, mildew, fungi stain. High content of hard-drying oil 


deeply penetrates and protects wood against the damaging effects of 


Ss 
‘ARDS WARPING - ” ° : moisture. 


Be. 


KILLS TERMITES, carpenter ants, and other wood chewing insects 


5% Pentachlorophenol assures complete safety from any insect damage 


formed witty " 
ter opeilent, omuring moximum protect RETARDS WARPING, checking, swelling, and shrinking, and provides 
bomen tt ~~ & excellent foundation for paint, varnish, and enamel to prevent blistering 
STATES PLYWOSR CORPORATION, and peeling. 
; : EXCELLENT STAIN FINISH when tinted with colors-in-oil. No special 


necessary to get excellent results 


FROM THE PEOPLE WHO KNOW WHAT’S GOOD FOR WOOD 





wELOWoo,, 


\Ceverar pyurros® _, 
SETS FAST-DRIES CLEAR 
BONDS LIKE MAGIC 


Weldwood 
Presto-Set Glue 


in a new bellows-action plastic bottle with 
spreader top plus other eye-catching dispensers 


Ready to use in handy plastic bottles and glass jars 


Bellows-action plastic bottle—2 oz. & 4 oz. 

Plastic squeeze-bottle flask—94 oz. 

Plastic and glass jars—pint, quart, & gallon. 
ALL-PURPOSE white household glue for most porous materials. 
QUICK-BONDING, quick-drying. 

STRONG, FUNGUS AND ROT PROOF, makes lasting bond. 


WON'T STAIN fabrics, paper, wood, leather. 


Make sure you stock—and display—the complete profit-packed Weldwood line 


WELDWOOD CONTACT CEMENT. Ready-to-use liquid 
for bonding plastics, china, installing wood paneling 
without nails or screws, and laying high pressure lami- 
nate counter tops. Highly water-resistant, bonds per- 
manently on contact without clamps. 


WELDWOOD PLASTIC RESIN GLUE. Famous high- 
strength glue joins porous and semi-porous materials 
permanently. Makes wood joints stronger than the wood 
itself. A powder that mixes easily with water, it makes 
a bond that is water-resistant, stain-free, and rot-proof. 


>, Weidwood | 


PLASTIC RESIN 
/ 
| 
WELDWOOD WATERPROOF RESORCINOL GLUE. Two- 
component resin adhesive (liquid resin with a dry powder 
hardener) mixes easily, sets at normal room temper- 
ature. Absolutely waterproof, withstands cold or boiling 


water, moist or dry heat, most solvents, mild acids and 
alkalies, rot, and fungus. 


WELDWOOD FIRZITE®. A penetrating resin sealer. 
White for blond, pickled, and limed effects; and as 
primer under paint to prevent checking. Clear to pre- 
vent wild grain when staining softwoods. Both Clear 
and White Firzite can also be tinted with colors-in-oil 
to produce innumerable oil Stained effects. 


Every fast-selling item in the line now gives you the highest markup in Weld- 
wood history—a full 40% discount.* And each is backed by demand-building 
national advertising, both to consumers and to the construction, boat building, 
and manufacturing industries. 


WELDWOOD SATINLAC® LIGHTENER. New, anti-wet- 
ting agent to prevent darkening or “wetting” look usual 
when new wood is finished. Retains native wood tone 
when followed by finish coats of Satinlac. 


WELDWOOD SATINLAC®. New, improved formula with 
greater solids content goes farther, works easier, is 
nearly odor-free. Brings out and preserves natural 
wood beauty with no “built up” look. 


WELDWOOD PUTTY STIKS®. New. In 12 colors, for 
filling nail holes and other minor surface defects after 
finishing wood. Colors for almost every wood finish, 
ideal for filling nail holes in Weldwood Prefinished 
Paneling. 


WELDWOOD FLEXIBLE WOOD-TRIM®.Real wood veneers, 
paper-backed, in handy rolls for edging plywood, 
lumber. Has many decorative uses. Comes in oak, birch, 
African mahogany, walnut, fir, and Sonora’®. 


*See Dealer Catalog sheet for Prices. 


So stock up —and profit—with the leader 


NO ONE HAS A WAY WITH WOOD LIKE WELDWOOD" 


Adhesives + Paste Wax » Wood Finishes, Stains, and Preservatives 


Products of UNITED STATES PLYWOOD CORPORATION, 55 West 44th Street, New York 36, N. Y. 
117 branch showrooms in the U.S. and Canada 





HANDI-PAK insulation lives up to its name— it fits 
into handyman’s station wagon. 


“EASY TO  ODIS- 
PLAY” says dealer 
Bob Esselburn, at 
left, of Comb’s 
Lumber Co., Zanes- 
ville. 


New Handy-Sized Mineral 
Wool Package Is a Hit 


The new Handi-Pak for mineral wool insulation, which 
Celotex Corp. says is “smaller but more fully packed”, has 
produced excellent sales results for two Ohio lumber dealers. 

Don’s Cash Lumber Co., Zanesville, sold more than 1,000 
bags in less than 60 days. “We stress ‘you get more insula- 
tion for the money’,” said Don Finlaw, owner of the yard. 
Finlaw has loaded as many as 15 of the smaller bags into 
the back of some cars. 

Bob Esselburn of Combs Lumber Co., also of Zanesville, 
said that his firm sold 500 of the Handi-Pak mineral wool 
insulation bags the first two months in stock. 

The Handi-Pak weighs only 18 pounds. Each bag contains 
enough insulation to cover 25 square feet of attic floor area 
to a full 356” depth. Circle No. 248 on Handy Cover Card 


THE HANDY COUPON on back cover flap is the easy 
way to get more information on products mentioned 
tS Rap in this issue. Just open flap and circle numbers. 
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FREE 


MERCHANDISE! 


PLUMB &Suop MERCHANDISER racks all the 
chrome-plated flexible copper tubes, valves, 
fittings, necessary for water supply hook- 
ups to kitchen sink, wash basin and toilet. 


SELL YOUR CUSTOMERS WITH... 


PLUMB SHOP 


*%4eé 


“, .. step over to my plumbing 
department.” 


"... select the right combina- 
tion for the job.” 


I Ae | 
“...only Plumb Shop gives profes- 
sional appearance and quality.” 


*FREE MERCHANDISE! 


Five chrome-plated angle valves ($6.75 retail value) 
absolutely free with purchase of either the #100 or 
#200 Plumb Shop Merchandiser. 


“, +. step-by-step directions go 
right along on the job.” 


© 1958 Plumb Shop 





PLEASE SEND: Al 


DC Explanatory Folder 
OC) Merchandiser #100 (327 pc. asstm't.)__ $97.50 
CJ Merchondiser #200 (122 pc. asstm't.)__ $42.68 


NAME 
ADDRESS. 
CITY. STATE__. 
WHOLESALER, 

(Do net send payment. Your Wholesaler will invoice you.) 























9) 
PLUMB % SHOP 


1341 TEMPLE + DETROIT 1, MICH. 
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C&C Yards Must Be Big To 
Survive, Dealers Told 


There will be fewer jobbers and fewer lumberyards, dealers 
say at cash-and-carry clinic. The cash yard can provide serv- 
ices if it charges for them, dealers told. 


An investment of around $300,000 
is probably needed for a cash-and- 
carry lumberyard. This would include 
a building of about 400’x50’ on a 7- 
acre plot, preferably on a highway. 

You can limit your lines of mer- 
chandise and can operate on less 
working capital than needed for a 
conventional yard, but you must have 
a sales potential of about a million 
dollars annually. 

Those were two of the opinions ex- 
pressed by panel members at a recent 
cash-and-carry clinic sponsored by 
the Crestline Co., Wausau, Wisc., mill- 
work manufacturer. Joe Hardy, owner 
of Lumber Distributors, Inc., Cannons- 
burg, Penna., was moderator and 
chief spokesman for the cash-and- 
carry lumber dealers. 

There is no pat answer on the pop- 
ulation needed for a cash yard to suc- 
ceed, the panelists said. You might 
need 100,000 or 1 million. “Your 
business may cover a 25 or a 30-mile 
circle, or up to 150 miles in a good 
area where there are no other lum- 
beryards or existing yards are poor 
merchandisers,” it was said. 

Small builders and farmers are two 
of the best cash customers, the pan- 
elists agreed. This means a_ builder 
who puts up less than 10 homes a 
year. 

Direct mail and maintaining a 
growing mailing list are very impor- 
tant. 

Sell as jobber? One dealer asked: 
“If a cash yard must do a million- 
dollar volume, does this mean the 
small lumberman is on the way out?” 
The answer was: 

“We are in a supermarket era. 
Manufacturers will be selling direct 
and jobbers won't be able to stop 
lumbermen from becoming jobbers 
themselves. There will be fewer job- 
bers and fewer lumberyards. But 
there will always be independents. A 
lot of buying in the future will be 
done through associations. Smaller 
dealers should use central buying.” 

It is difficult to run a conventional 
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lumberyard and a C&C business out 
of the same office because of the dif- 
ference in philosophy between the 
two, according to the experienced 
dealers who own both types of out- 
lets. 

Services. Cash-and-carry dealers 
can provide delivery and other serv- 
ices, provided that specific charges 
are made. Examples include 10% 
handling charge on returns and 5% 
additional for delivery. The panel 
recommended that a cash yard sub- 


contract trucks for delivery. One deal- 
er said: 

“The point is, pass along all extra 
charges. In C&C you must set a fair, 
rigid, honest policy and stick with it. 
Don’t rationalize or compromise or 
give special concessions. 

“Even if someone comes in with 
$4,000 in his pocket, let him go 
elsewhere for a discount. Keep con- 
trol. 

“If you have a 25-year-old sales- 
man giving concessions, you won't 
know what you’re doing. You are ask- 
ing for trouble if you put out 5,000 
feet of plywood, for example, at a 
lower price than the previous morn- 
ing. Set a price and do not change 
it except, of course, with the market.” 

Cash yards today are getting from 
15% to 20% gross profit on sales, it 
was said. 

For the future, C&C dealers may 
set up separate credit corporations 
for their cash customers. “But they'll 
discipline the credit. They won't get 
sloppy as in the conventional retail 
business and let accounts receivable 
drive them crazy,” said one dealer. 


“175 FT. WAREHOUSE RUNNING FROM 11 TO 12 ST”’ is description Lewis Bild- 


Materia makes for itself in Bradenton, Fla. 


Service Yard Opens C&C Warehouse 


“If you can’t lick ’em, join ’em,” 
is an old saw which still cuts, in the 
opinion of the well-established Lewis 
Lumber Co., Bradenton, Fla. That’s 
why the Lewis management entered 
the cash-and-carry business under a 
separate name, the Lewis Bild-Ma- 
teria. 

“We offer prices as low or lower 
than the Johnny-come-latelys,” said 
manager E. K. Platt. The cash policy 
is confined to the company’s ware- 
house Bild-Materia, located near 
downtown, some distance away from 
the main Lewis yard. 

Previously occupied by a wholesale 
grocery, the site has ample parking 


and is on a rail siding. The structure 
was remodeled to accommodate 
trucks at a loading platform. Small 
fork lift trucks work directly from 
the platform into semi-trailers. 

“We sell everything a builder could 
want except lumber and block. It’s a 
self-serve warehouse,” said Platt. 
“We see many of our regular cus- 
tomers here. They come in_ before 
shopping the main store. We get 
housewife trade, too.” 

Platt admitted that the Bild-Mater- 
ia pulled some business from the main 
yard. “But, on the other hand, we are 
funneling new customers to the main 
store. When a C&C customer fails to 
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Dead-Beat with Cash 


The popularity of cash-and- 
carry yards these days has 
brought forth better understand- 
ing of customers by many dealers. 

One lumberman said that he 
was reliably informed that a con- 
tractor who owed him a big sum 
of money was seen driving out of 
a cash-and-carry yard near town. 

The dealer phoned the con- 
tractor and asked him about the 
incident. “Oh,” the cagey fellow 
said, “do you sell for cash too?” 











find what he wants at Bild-Materia, 
we send him to the main yard. Such 
a customer otherwise might have 
never became a Lewis customer.” 
Like most low-margin dealers, the 
cash yard does not carry as broad a 
selection as the main lumberyard. 

Bild-Materia appeals to small con- 
tractors, who want to serve them- 
selves and save money. “Take 90-lb. 
roll roofing at $2.99,” said Platt. “We 
could never meet that price at the 
main store, with its larger overhead. 
We're selling 15-lb. felt at $2.19; or- 
dinarily this brings $2.95, less 5%. 
Or, 215 lb. thick butt shingles, usual- 
ly $8.25 less 5%, sell here for $6.60.” 

Special offer. Bild-Materia kicked 
off promotion-wise with a display ad 
which offered an 8-quart plastic pail 
for 19 cents. “People were lined up 
at the doors long before we opened,” 
said Platt. “We had ordered 200 
buckets. We were sold out in two 
hours. We intend to use price leaders 
like this right along.” 

Platt said that while 75% of the 
buyers of the 19 cent bargain walked 
out without buying anything else, the 
others either bought additional mer- 
chandise or noted prices and returned 
later. 

The warehouse operation advertises 
regularly under the name of Lewis 
Build-Materia. Space ranges from 5- 
column ads down to 1” display ads 
and classifieds. 





HIGH-PRESSURE plastic laminates are on 
interior doors, wall panels and desks in 
Miami Beach's new Exhibition Hall. The 
laminates were selected because of re- 
sistance to scoffs and scratches, low 
maintenance costs and beauty, according 
to National Plastic Products Co., manu- 
facturers of Nevamar. 


Jumbo Panel Creates Whale of Publicity 


A huge panel created so much talk 
among customers of the LaGrange, 
Ill., branch of Edward Hines Lumber 
Co. upon its arrival from Hines’ new 
fabrication plant at Hines, Ore., that 
the local newspaper carried the pho- 
to shown above. Left to right, holding 
panel, are: Talleyman Howard Dilley, 
talleyman Don Wing, LaGrange 
branch manager Walt Cheely, talley- 
man Howard Kirk and grader Doug 
Ford. 

From pieces as short as 12” and as 


narrow as 2” are fabricated highly 
finished panels of glued-up stock as 
long as 24’, as wide as 54” and as 
thick as 4”. From these giant units 
the new Hines plant is equipped to 
fabricate stock of any lesser size. 
Dealers may now specify definite sizes 
which provide their customers with 
soffit, shelving and trim material that 
does not require any cutting on the 
job site. The panels are available in 
two grades, clear and panel grade, in 
Ponderosa Pine, Douglas Fir. 





BRIDGE CRANE is placed inside box- 
car by lift truck. 


ONE MAN moves packages into door- 
way of car. An electric hoist hanging 
from a beam with built-in trolley is at- 
tached to C-fork which fits around 
packages. 


New Package Unloader for Boxcars 


The Sun Studs unloader moves three 
crosstiers of packaged studs, plywood 
or similar material from single-door 
boxcars. A small lift truck completes 
the unloading job inside the car. 


A beam rests on two A-frame legs 
on which rollers are attached. This 
makes sidewise movement possible to 
clear lumber away from the wall of the 
boxcar. A C-fork is made of tubular de- 
sign for lightness; the two prongs bal- 
ance the load without tipping. 

Outside the car, the equipment rests 
on a frame which a lift truck can move 
up and in a car in seconds. 

Less than two hours are needed to 
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unload an average size car. One man 
can do the job, according to the Sun 
people. This would mean an unloading 
saving in excess of $50 per car. 

It is said that retail yards using this 
mechanized system can dispose of un- 
loading crews, using warehouse men to 
do the job. 

Drawings of the bridge crane are 
available. Or, the device sells for $425, 
FOB. The electric hoist can be bought 
locally. The hoist used by Sun is made 
by Chisholm-Moore Hoist Div., Co- 
lumbus McKinnon Chain Corp., Tona- 
wanda, N. Y. 

For more information, write Sun 
Studs Inc., Roseburg, Ore. 
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School Bells for Kitchen Trainees 


Top-notch instructors in all phases 
of the kitchen business will be on hand 
to conduct classes at the 3rd annual 
Training School for Kitchen Specialists 
to be held in Chicago, June 7-13, by 
the National Institute of Wood Kitchen 
Cabinets, All sessions will be held in 
the Hamilton hotel. 

The six-day, 40-hour course will in- 
clude 20 hours of instruction on lay- 
out, design, floor plan, elevation and 
perspective kitchen drawing, plus an 
equal allotment to kitchen selling, 
planning, installation, color and decor- 
ation, advertising and sales promotion. 

Conducting classes will be staff 
members of “Living for Young Home- 
makers,” headed by Arthur C. Johns. 


Other instructors will be Mrs. George 
V. Tonelli, kitchen consultant, Fash- 
ionwood Kitchens Div., Curtis Com- 
panies, Inc.; Ron Ringenberg, assistant 
sales manager, Mutschler Bros. Co.; 
and Dr. Joseph W. Thompson, Michi- 
gan State University. 

“For the first time enrollment will 
be limited to personnel of active and 
associate institute members, their dis- 
tributors and dealers,” says Fred F. 
Montiegel, institute manager. Eligible 
firms wishing to sponsor one or more 
trainess are urged to apply early for 
enrollment applications by writing to 
the National Institute of Wood Kitchen 
Cabinets, Dept. AL, 75 E. Wacker 
Drive, Chicago. Tuition for the course 
is $65 per person. 


New Entry in Small Tool Field 
Aims at Lumber Dealer Market 


The American Power Tool Co., a 
newly-formed division of American- 
Lincoln Corp., Toledo, Ohio, has in- 
troduced a complete new line of port- 
able electric tools for the home, farm 
and building trade. Distribution will 
be through lumber and building mate- 
rials dealers. 

For more than 20 years the Amer- 
ican-Lincoln Co. has supplied a major 
retail chain with portable electric cir- 
cular saws, belt sanders, hedge trim- 
mers and other portable tools. 

The new line will be marketed by 
a team of national sales representatives 
to jobbers and other wholesalers sell- 
ing retail outlets. There will be a net- 
work of 43 sales and service branches 
available to American dealers; these are 
the branches which now serve the 
American Floor Machine Co., another 
division of American-Lincoln, which is 
the world’s largest manufacturer of 
floor maintenance equipment. 

Each power tool will be packed in 
a display shipper for use by the dealer. 
A unique policy will eliminate “forced 
sales” of accessories, the company said. 
The American people feel that dealers 
often become overstocked with attach- 
ments. 

Quality will be featured. One of the 
sales points for the tools will be 
“American Process” motors, said to 
give more extra power than motors 
used in many portable electric tool 
lines. The motors are made by Amer- 
ican Electric Motors Inc., a subsidiary 
of the parent corporation. 

Types of tools. The new American 
portable line includes two %” drills; 
one %” drill; two 4%” drills; a 6%” 
circular saw; a 7/2” circular saw; dual 
action saber saw for straight line or 
relief cutting; dual action sander pad 
(orbital for preliminary sanding, straight 
line for fine finishing); 4” belt sander; 
electric trimmer for hedges, shrubs and 
bushes. 

The circular saw has a patented 


26 


ONE OF 11 NEW POWER TOOLS in 
American line is inspected by Thomas J. 
Dolan (left), president and board chair- 
man of American-Lincoln Corp. and T. 
Harry Skinner, New York sales repre- 
sentative for American Power Tool. 


safety catch. The 4%” and %” drills 
have double reduction gears for in- 
creased power. 

Quality is being featured by the 
maker. One of the sales points is the 
use of “American Process” motors, 
said to give more power than motors 
used in any other portable electric tool 
line. The motors are made by Amer- 
ican Electric Motors, Inc., a subsidiary 
of the parent corporation. 


Prepaid Freight on Tools 


A single order for any combination 
of Skil Corp. products that amounts 
to $400 or more net invoice price will 
be shipped prepaid, according to a new 
policy announced by William K. Dow- 
ney, vice-president of sales for Skil. 

Downey stated that the new policy 
may become standard industry prac- 
tice for portable tools and accessories. 


10-YEAR GUARANTEE label is now 
placed on ‘“‘Superglazed"’ line of fiber- 
glass panels by Alsynite Co. of America. 
The guarantee covers five points—com- 
mercial standard, structural quality, re- 
tention of heat-blocking qualities, color- 
fastness and surface life. 





School Dates Set for 
Mortgage Lenders 


A six-day course for mortgage lend- 
ers who wish to learn more about home 
planning and construction in order to 
lend money more effectively will be 
conducted by the University of Illinois 
Small Homes Council, July 13-18, on 
the Urbana campus. 

Application blanks may be secured 
by writing to the Short Course Super- 
visor, 116c Illini Hall, Champaign, III. 
Tuition fee is $75. 


Honest Lumbermen Is 
First with the Purse 


Mrs. Kay VonderBrink, wife of a 
Ripley, Ohio, pharmacist, has had the 
unusual experience of having her purse 
returned to her before she knew she 
had lost it, The man who returned it 
was lumberman Clifford Meguire, 
Clem Lumber & Distributing Co., Cin- 
cinnati. 

Here’s what happened: Sunday after- 
noon the VonderBrinks took a drive, 
during which they stopped at a road- 
side park, near Milford, where she 
either lost or left her purse. On return- 
ing home and opening the front storm 
door, there was the purse, wallet intact, 
with the lumberman’s card inside it. 

The VonderBrinks theorize that 
Meguire also stopped at the park on a 
drive and found the purse. He must 
have driven on to Ripley, asked for 
their address, stopped at their home 
and left it. 





Profits Low? 
learn what DSC means 
can boost your profits now... 
year. Details in the 


MAY 11 ISSUE 


. . . how it 
next 
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First chain door fastener, ever, that 
UNLOCKS FROM OUTSIDE! 


ILCO 
GUARD-O-MATIC 


Here’s the hottest idea that’s hit the builders’ hardware 
market this year . . . unique type of chain door 
fastener that... 


%& Offers a revolutionary convenience 
feature—it permits entrance by key from 


outside at any time without disturbing FROM INSIDE — Chain permits door to open only 
occupants. slightly so that visitor can be identified before ad- 
mission. Visitor cannot remove chain from outside. 


* Provides extra security — occupant Easily removed by occupant. 
sees visitor before allowing admittance. 


You’ve got a double market for ILCO’s new 
GUARD.-O-MATIC. It’s a sales natural for 
the still-growing Do-It-Yourself market because it’s 
so easy to install, so practical. And builders want 
it to add more sales appeal to their new homes. 


Can be keyed alike with ILCO Locksets. 


This is too hot an item to miss. Ask your jobber 
today about GUARD-O-MATIC or write _ pe Ee 
FROM OUTSIDE—A turn of key rotates slotted 


us direct for complete information. Ase ; raling ; 
plate inside and ejects locking pin from slot. Five 
pin tumbler cylinder provides top security. 





SPECIAL 
INTRODUCTORY 
OFFER 


With order of seven or more 
GUARD-O-MATICS you get 
attractive demonstrating display 
FREE- with one of them mounted, 
as illustrated. .: 
. ae 


EASY TO OPERATE—To release chain from out- 

side, merely turn key in cylinder and locking pin 

drops from slot. From inside, close door and slide 
C4 pin from slot. Pin hangs in bracket when idle, 


Ask your jobber today 
for full details, or write direct. 


INDEPENDENT LOCK COMPANY 


WV FITCHBURG, MASS. 
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LUMBER MAGIC is wrought with this simple machine, developed by the Phoenix, 
Ariz., dealer group. Green lumber is passed through the hood, where it is sprayed 
with the check-inhibiting solution. At the other end, it is piled solid while still 
dripping wet. Result: practically no season checking. Pump below the spray tunnel 
recirculates the solution. Process costs less than $10 per M. 


Arizona Dealers Solve Lumber Checking 
Problem With New Chemical Treatment 


Green fir lumber, which doesn’t 
check excessively as it air-dries, is be- 
ing sold by Arizona dealers as a result 
of research by a group of Phoenix 
lumbermen. 

Latest dealer to make use of the re- 
search results is E. M. (Charlie) Ray, 
head of Ray Lumber Co. and Ray- 
Camelback Lumber Co., Phoenix. He 
is selling approximately six million feet 
of lumber for 750 new homes at Luke 
Air Force Base, Arizona. He got the 
order on the basis of being able to 
supply lumber with a minimum of 
check. 

The research work leading to this 
and other major lumber sales was done 
by the Lumber Merchandisers Associa- 
tion. This is a group of about 30 ma- 
jor lumberyards in Phoenix, They or- 
ganized several years ago to develop 
new Jumber markets locally. 

The lumbermen’s problem in Ariz- 
ona is that green Douglas fir lumber 
reacts violently to the dry, hot Arizona 
climate, especially in summer. The 
surface moisture dries almost at once, 
leaving the inside of each stick green 
and wet. Result: king-size checking. 

Chemical seasoning of lumber is not 
new and there is considerable research 
literature on the subject. However, no 
Douglas fir manufacturer could be lo- 
cated who was at all interested in even 
talking about the subject. Price con- 
siderations faced by the Phoenix 
dealers ruled out kiln-dried lumber, 
which would at least partially solve the 
checking problem, though not on the 
practically guaranteed basis now pos- 
sible. 

Chemicals tried. Researchers of the 
LMA came up with a variation of a 
well known fact: if you coat lumber 


28 


with something that attracts water 
vapor from the air, then both outside 
and inside of the stick tend to dry at 
about the same rate. With equalized 
drying, you eliminate the strains run- 
ning through the stick. With no in- 
ternal strains, you have no checking. 

A major chemical manufacturer was 
found to have taken out a patent on 
chemical seasoning of lumber with 
synthetic urea. The dealers worked 
with the manufacturer, came up with 
a compound made up of inexpensive 
industrial slotted urea, starch and 
borax. The urea takes water vapor out 
of the air; the starch helps the urea 
penetrate the lumber; the borax keeps 
blue stain away. 

When you have one or two pieces of 
lumber to treat, you can slop on the 


urea solution with a kalsomine brush; 
with larger quantities of lumber a ma- 
chine is needed. The dealer group de- 
veloped such a machine, consisting of 
power rollers, a spray “booth” and a 
recirculating pump. Six of these ma- 
chines are now in operation in the 
Phoenix area. Dealers rent them from 
the LMA. 

The dealer group did one more thing: 
they established urea treatment spec- 
ifications which have been accepted as 
standard by the architects of the 
Phoenix area. When lumber is being 
passed through the treatment machines, 
LMA has a supervisor-inspector on 
hand. His job is to see that standards 
are maintained and to prepare a cer- 
tificate of compliance which is given 
to the architect. 

Success. So successful has the urea 
treatment been that lumber dealers in 
the Phoenix area point to large indus- 
trial buildings, schools and churches 
where original specifications, calling for 
steel or masonry, have been changed 
to wood. The results have always been 
the same: no checking and satisfied 
owners. 

According to LMA manager Walter 
Howard, who is a former Massachu- 
setts lumber dealer known for aggressive 
merchandising, the cost of the LMA 
check-resistant treatment is less than 
$10 per M. The cost of the materials 
themselves is minor; the industrial 
slotted urea costs but $7.80 per 100 
pounds and the starch and borax costs 
are negligible. Labor probably is the 
dearest commodity making up the 
treatment package; hence the LMA ma- 
chine, which enables the yard men to 
step up production. 

Hamman Wholesale Lumber & Sup- 
Ply Co. provided yard space and lum- 
ber for the first steps of the research 
several years ago; manager Larry Ham- 
mer is still using the treatment. Other 
Phoenix dealers treating large amounts 
of lumber with the LMA process in- 
clude Howard Beals’-Valley Lumber 
Co.; the O’Malley yards and Fox gal 
Inc. Valley Lumber currently is treat- 
ing 60,000 feet of lumber for use in 
hot, bone-dry Yuma, Ariz. 


Commission Men: “Sell Your Function” 


“You commission lumber salesmen 
have done a good job of selling lumber 
but a poor job of selling your own func- 
tion and its value to west coast lumber 
shippers and to dealers,” C. R. Wid- 
man, Canadian lumberman, told the re- 
cent Chicago annual meeting of the Na- 
tional Association of Commission Lum- 
ber Salesmen. 

Widman complimented the group on 
its code of ethics, but charged that.few 
producers or buyers in the industry 
know about it. 

“I like your code and adhere to it,” 
he said. “Perhaps it is not chance, 
therefore, that our business has in- 
creased steadily some 15% each year 
we have been selling via the commis- 


sion lumber salesman route.” 

Urges promotion. Widman urged the 
commission lumber sellers to consider 
a promotion program to sell the indus- 
try on the value of their function. He 
suggested that $25 per year from each 
member of the group would finance 
advertising which would tell the com- 
mission man’s story. 

“In addition, too few commission 
lumber salesmen take the time or trou- 
ble to visit the west coast mills and 
get acquainted with the mills whose 
products you sell,” he said. “When you 
do come, you are successful in impress- 
ing the shippers with your value to 
them.” 

Widman is associated with Cooper- 
Widman, Ltd., Vancouver, B. C. 
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Dosch Custom Cutter 


Today, over 15,000 builders use this tool to 
trim their miters, chamfers, bevels. Makes 
the old miter box and saw obsolete. All 
angles from 40° to 90°! A must for every 
workbench and building job in your area. 
Retail Price: $74.50. 


Brand New! No routing or chiseling. Imag- 
ine, perfectly-finished hinge mortises in one 
minute flat! Just (1) tap down the vertical 
cut and (2) shear the mortise cleanly. Han- 
dles 312” and 4” hinges, jambs up to 812” 
wide. Retail Price: $69.50. 


DEALERS BACKED BY NATIONAL 
ADVERTISING AND DIRECT MAIL! 


DOSCH 


MANUFACTURING COMPANY 
P. O. Box One, 
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News Makers 


¢ James F. Shiely, 

president, Winton 

Lumber Sales Co., 

Minneapolis, was 

elected president 

of Ponderosa Pine 

Woodwork at the 

my association’s re- 

cent annual meet- 

= ing in Chicago. He 

ce succeeds E, W. 

Shiely Donahue, _presi- 

dent, Wabash Screen Door Co., Chi- 
cago. - 

Other officers elected were 
George M. Curtis, Curtis Companies, 
Inc., Clinton, lowa, vice-president; 
Hugh A. Schaefer, Michigan-California 
Lumber Co., Sacramento, treasurer; and 
Hugo W. Eckardt, Morgan Co., Osh- 
kosh, Wis., secretary. 


¢ The appointment of Robert C. 
Moore as assistant general sales man- 
ager of The Celotex Corp., Chicago, is 
announced. 


* Edison M. Uhls has been named 
southwest district manager, Disston 
Div., H. K. Porter Co. He will be in 
charge of Disston’s territory covering 
Texas, Okla., Mo., Kan., Ark., Nebr., 
Colo. and southern Iowa. 


¢ Robert V. Merrell has been named 
general sales manager, Atkins Saw 
Div., Borg-Warner Corp., Indianap- 
olis, Ind. He succeeds C. J. Meister, 
who has resigned. 


mm: HH. E. (Bud) 

' Anderson, former- 

ly president, 

Washington Hard- 

ware Co., has 

been elected pres- 

ident of Washing- 

ton Steel Prod- 

ucts, Inc., Taco- 

ma, Wash. Ander- 

son came to 

Anderson Washington Steel 

Products in a merger a few years ago 

as vice-president in charge of the whole- 

sale div. Frederick Haines, Jr., has 

been named to succeed Anderson as 

vice-president in charge of the whole- 
sale div. 








Thornton, Pa. 


Profits Will Jump .. . 

when DSC is on the job in your yard. 

There's nothing to buy but a sound 

approach to merchandising homes, 

remodeling or store business. If 

you're curious watch for the next, 
MAY 11 ISSUE 
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... the engineered 
joist hanger that 
COSTS LESS to use 


e Fast and easy to install 


@ Saves ledger stripping. 
notching, shimming 


Weigh less — thus cost less 
to ship 


Cost less than conventional 
type hangers 


Easy to stock 





Special nails 
are packed with 
Teco-U-Grips 


he 


Two sizes fit 


2x 6's to 2x 14's 


TIMBER ENGINEERING COMPANY 


1319 18th Street, N.W., Washington 6, D. C 


Please send design data on Teco-U-Grips 


AL-591 
Circle No. 124 on Handy Cover Card 
29 





SECTION OF ARMORY in Grand Forks, N. D., occupied by 3-day Home Show of Rob- 


ertson Lumber Co. 


25,000 People Visit Lumber Dealer's 
Home Show in Local Armory 


The second annual Northwest 
Building and Home Show, coordinated 
by the Robertson Lumber Co., was a 
rousing success in Grand Forks, N.D., 
this spring. Attendance was more 
than 25,000, during three days. 

Hugh Robertson, whose 40 yards 
blanket the greater Grand Forks area, 
sponsored the event with coopera- 
tion of building product manufactur- 
ers and distributors and other local 
merchants. 


Distributors Announced 


* Kentile, Inc., announces that Allied- 
Buffalo Distributors, Buffalo, has 
been named western New York dis- 
tributor for its complete line of floor- 
ing products. 


* Allen Millwork Mfg. Corp., Shreve- 
port, La., has been appointed a whole- 
sale distributor of the Armstrong 
Cork Co. line of insulating sheath- 
ing, roof deck, interior finish materi- 
als and acoustical ceiling tiles in the 
Shreveport area. 

* The Nevamar Div., National Plastic 
Products Co., Odenton, Md., an- 
nounces the appointment of Oneida 
Supply Co., Toledo, Ohio, as distribu- 
tor of Nevamar high-pressure lami- 
nates in the Toledo area. 

* Wood-Mosaic Corp. announces that 
Inland Flooring Distributors, Chi- 
cago, will distribute its hardwood 
flooring line throughout the Chicago 
and Rockford, IIl., areas. 


* The G. M. Stewart Wholesale Lum- 
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Admission was free. A_ prefabed 
lake cottage was the main door prize. 

A 16-page tabloid section in the 
Grand Forks Herald was entirely de- 
voted to the show. It included product 
ads from Robertson’s. Radio-TV sta- 
tion KNOX was used in a 2-hour live 
remote telecast direct from the show 
on the afternoon of opening day. In- 
terviews were made with visitors and 
exhibitors. 

Some 40 manufacturers had booths 
at the show. 


ber Co., Minneapolis, has been ap- 
pointed a distributor of the Reynolds 
Metals Company aluminum windows 
and building products. 

The wholesale firm will 
complete line of Reynolds aluminum 
corrugated roofing and siding sheet 


carry a 


and accessories, as well as_ nails, 
flashing, gutters, downspouts, win- 
dows and reflective insulation. 


Wholesaler Salesmen 
Teach Each Other 


Salesmen of the Binswanger & Co., 
distributors with headquarters in Rich- 
mond, Va., replaced outside speakers 
at the company’s Eastern sales meeting 
this year. 

Individual salesmen told other sales 
men about how to train dealer person- 
nel, market facts and use of model 
homes, among other topics. 

This meeting technique resulted in 
more favorable comment from the 
sales staff than any other meeting for- 
mat, according to Joe Nadler, Bin- 
swanger vice-president of sales. 


$4 Million Plywood 
Promotion Program 


Western fir plywood manufacturers 
in 1959 will pour more than $4 million 
into the biggest sales promotion, re- 
search and development program in the 
industry’s history. 

According to W. E. Difford, manag- 
ing director of Douglas Fir Plywood 
Association, 70% of these funds will 
go into sales promotion including ad- 
vertising, field promotion, dealer mer- 
chandising and trade shows. 

Heaviest emphasis will be on devel- 
opments of new markets for plywood 
in component manufacture, new re- 
search in the field of structural design 
and the farm market. 

The new DFPA subsidiary, Plywood 
Fabricators Inc., will market plywood 
construction components through inde- 
pendent fabricators. W. D. Page of Ply- 
wood Fabricators said: 

“If PFS fabricators can capture 10% 
of the roofs built in the light construc- 
tion industry with a box beam and stress 
skin panel system and if they can get 
10% of residential work with a box 
beam and thick panel subfloor combi- 
nation, they could count on an annual 
volume of at least $140 million.” 

A. W. Agnew, president of DFPA, 
forecasts softwood plywood sales of 
more than 7 billion square feet this year. 


Mergers & Expansions 


* Marron Kendrick, president, Schlage 
Lock Co., San Francisco, has an- 
nounced the purchase of Peabody 
Co., Los Angeles, producer of cus- 
tom-made miscellaneous hardware 
and ornamental lock trim. Products of 
the new subsidiary will be marketed 
as an accessory to the Schlage line of 
locks. 

* Red Devil Tools, Union, N. J., has 
announced acquisition of the paint 
shaker line of MHarbil Mfg. Co., 
Wheeling, Ill. All Harbil machines 
will now be serviced by Red Devil 
through its network of 29 service 
centers. The machines will be market- 
ed as Red Devil-Harbil paint shakers. 


Time for Southern Sash 


Homeowners in Florence and Shef- 
field, Ala., get plenty of time from 
Southern Sash, retail lumberyard. The 
highway “time-sign” above is one of 
dozens in the area which sell Southern 
Sash services and building materials. 
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SOUTHWEST LUMBER MILLS, INC. iF there ae. young “trail riders” 


in your family ...or if you are inter- 
ested in Western lore...we'd be 
happy to send you an interesting 
booklet telling about famous Arizona 
brands...complete with illustrations, 
brief histories and instructions on how 
to read brand marks. Just write to our 
General Sales Office, Department A-!3 
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DEVELOPMENTS 
to watch . . 


American Lumberman, April 27, 1959 


THE PROFITS IN LAND DEVELOPMENT are shaping up quite a battle between builders 
and savings and loans associations in Chicago. A new state law 
permits S & L's to develop land and already six associations have bought 
on the average of 125 acres apiece. 
Builders are aroused and are agitating for changing the law. S & L's have 
told our editors they like both the profits on land, plus the control it 
gives them on acquiring mortgage paper. They say builders’ fears S & L's 
will start erecting homes are nonsense. 











FEDERALLY-CHARTERED Savings and Loans would be authorized to acquire and improve 
land across the country by provisions in the housing bills now under con- 
sideration by Congress. 

The case for S & L's buying land was recently stated by C. R. Mitchell, 
president, U. S. Savings & Loan League. Mitchell said, "good improved 
land in urbana areas is quite scarce and large outlays are required by 
developers or builders to purchase and improve land. Our participation 
would make more developed land available, would be a safe investment. It 
would be a service to the home buyer and particularly the small and 
middle-sized builder." 











AND MANAGEMENT in the building industry is a step closer together with 
the formation of the new Construction Industry Joint Conference. This 
group will include presidents of all construction unions and executives of 
national associations of general and specialty contractors. 

Pointing up the importance of construction, the group noted that the indus- 
try was the largest in the nation. More than three million workers are 
now employed on sites with another two million in supporting occupations. 
Total dollar value is now $60 billion yearly. 

As noted editorially, we believe closer cooperation is needed with unions 
as components and other new building techniques become more widespread. 
Convincing top union executives at headquarters can save a lot of grief 

at the local level. 











COMPONENTS AS THEY RELATE to distributors will be covered by panel discussion 
at the Denver convention of the National Building Materials Distributors 
Association in May. 

Two areas to be explored will be the big dealer-fabricator, who always 
wants to buy cheaper and the smaller dealer who might buy wholesaler- 
fabricated components. Millwork jobbers, especially, have a growing stake 
in keeping smaller retailers competitive by selling components in areas 
where prefabs are strong. 





YOUR PRICING POLICY would be seriously affected by Sen. Kefauver's new bill 
(S.11). His anti-trust and monopoly subcommittee now has hearings under- 
way on a measure, which forbids reducing a price unless the same reduction 
is given to all customers. 

As written this bill nullifies the right of a businessman to meet in 
"good faith" the lower price of a competitor—a right defined in the 
Robinson=-Patman Act and reinforced by a Supreme Court ruling. 








INCREASES FOR MANY materials are predicted. Price hikes have been an- 
nounced by the insulation board industry beginning April 15. We hear of 
many huddles by prime producers plagued by rising labor costs. With 
housing revived, remodeling active and commercial building slowly return- 
ing, price increases seem a sure thing. 
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NEW BLACK & DECKER ROUTER-PLANE 


GIVES YOU COMPLETE CONTROL IN THE WOOD 


Comfortable rear handle 


It’s a % HP Router and a Power Plane combined! 

® Asa plane, it gives your customers perfect balance, 
fast and accurate cutting, easy-to-use depth and bevel 
adjustments. And you get new down-to-earth selling 
features! Show your prospects how that extra-length 
front shoe gives them greater accuracy in starting cuts. 
Show them how the motor is balanced midway between 
the hands for level operation. Show them how the long- 
er front handle and thumb rest put them in control of 
the job at all times. 

The powerful B&D-built Router motor easily handles 
continuous-duty operations on the toughest routing 
and planing jobs. Talk to your B&D supplier about 
the new Black & Decker Router-Plane. Complete Kit 
includes router motor, plane attachment and router 
base in sturdy metal carrying case. 


BLACK & DECKER 34 HP 
HEAVY-DUTY ROUTER 


One of the lightest, most com- 
pact routers on the market! 
The simplest micrometer depth 
adjustment, specially-designed 
handles, exclusive “flat top” 
and other features make the 
B&D Router easy to sell! 


( — | Werld’s Largest Maker of Electric Tools 


2-edge 
spiral cutter 


Easy depth- 
of-cut setting 


Quick bevel 
Longer shoe setting 
for smoother 


planing Big front “foil guard” handle 


Yack & Decker: 


Towson 4, Md. 


“Flat Top” makes 
adjustments easy 


THE BLACK & DECKER MFG. CO., Dept. H-304, Towson 4, Md. 


O Please send complete descriptive literature on new 
Black & Decker Router-Plane 


D Enclosed find 50c for B&D Router Manual 





In the past 21 years, the manufacturers of 
DFPA trademarked plywood have invested 


$27,465,580 to 


...and another $4,500,000 will be spent in 1959 


The market for fir plywood that you enjoy today is a direct result of these 
continuing quality, research and promotion programs established and paid for 
by manufacturers of Douglas fir plywood whose product bears this DF PA tested 


quality trademark. 


‘DF Ph 


, TESTED 


‘QUAL. mY, 


ice 


This is what the trademark means to you 


QUALITY CONTROL including FIELD PROMOTION by 60-man 
both factory inspection and labor- force. 

atory testing. 

NATIONAL ADVERTISING in trade 


and consumer publications. FHA and BUILDING CODE work to 
assure plywood acceptance. 


SALES AIDS for dealers. 


PUBLICITY in newspapers, maga- 


zines and TV. RESEARCH and ENGINEERING, 


DIRECT MAIL ADVERTISING to including technical assistance to 
your best prospects. architects and designers. 


The results speak for themselves—since 1938 fir plywood sales by dealers have 
increased ten-fold. They have more than doubled in the past five years, and even 
in last year’s “recession” sales actually increased 16.1 per cent. 


STOCK AND SELL ONLY DFPA TRADEMARKED PLYWOOD 
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vild markets for you 





HERE’S PROOF DFPA PROMOTION PACES YOUR SALES 





1959: $4,500,000 _—® 1959: 7,000,000,000 sq. ft. ___—-® 


APPROPRIATED 


DFPA 
SALES PROMOTION FIR PLYWOOD SALES 


1938: 1938: 
$200,000 650,000,000 sq. ft. 

















...it means quality you and your customers can trust; and is backed by promotion that assures profitable turnover. 
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Foifield Lumber and Supply Co. 1700 Post Read Foirfield. Conn. 


Fairfield Lbr. Ad, 
Nov. 9, 1958 





PARTIAL ADVERTISING COPY BY FAIRFIELD LUMBER: 


A “turkey”, real estate people tell me, 
is a house no one will buy. . . 

By that definition, I'm all set for 
Thanksgiving because I own the house 
you see above. Pretty awful, isn’t it? 
And it’s just as bad inside as this exterior 
view suggests. Until I came along the 
house had been vacant six months, al- 
though it’s located on a fine lot in one 
of the most desirable sections of town. 

Why then would I, supposedly a hard- 
headed businessman, take title to this 
three-bedroom, one-bath headache? 

The answer is simple; because it gives 
me a chance to prove something I’ve be- 
lieved in for a long time, something I 
believe in strongly enough now to think 
this house is a good investment. 

My father and I have been in the lum- 
ber and building supply business in Fair- 
field since 1920. In those 38 years we’ve 
seen a tremendous amount of new home 
construction and we were happy to have 
been a part of much of it. As Fairfield 
grew and prospered, so did our business. 

But because we are residents of Fair- 
field as well as businessmen, we've also 
given a lot of thought to the older homes 
of the area. Not everyone, of course, 
wants or needs a new home. But unless 
owners keep their older houses in good 
repair and up-to-date enough for modern, 
gracious living, Fairfield could soon have 
lots of houses like the one on Unquowa 
Road—a whole community of turkeys. 

Dad and I have tried our best to con- 
vey this idea to homeowners. Those of 
you who have visited our showroom 
know that we set aside floor space for 
display of home modernization ideas. 
We've put qualified people on our pay- 
roll to help you with your own home 
improvement plans. 


That we haven’t been more successful 
in conveying this idea to homeowners 1s 
due, I think, to three factors: ; 

1) The difficulty of finding a single 
source of advice to handle the entire job 
rather than dealing individually with 
carpenters, plumbers, electricians, etc. 

2) The difficulty of arranging neces- 
sary financing. Se 

3) And, most importantly, the difficul- 
ty everyone experiences in visualizing 
how their present home could be im- 
proved. 

Then, two months ago, I had a visit 
from representative of LIFE’s merchan- 
dising department. They, too, had been 
thinking about home modernization prob- 
lems and they had an idea for solving 
them. 

“Why not,” they suggested “buy an 
older house—one badly in need of mo- 
dernizing. Put it in first class shape using 
your own skills and knowledge. We'll 
work with you, with reliable local con- 
tractors and with manufacturers in sup- 
plying you with the kind of materials 
and fixtures we know homeowners want. 
Then we'll open the house as a model to 
show homeowners what can be done, 
room by room, for a reasonable expendi- 
ture. 

“To make a long story short I will 
start remodeling work on the Unquowa 
Road house within the next couple of 
weeks using exclusively the quality prod- 
ucts I have chosen which are advertised 
in LIFE. 

“ . .. Thave an idea the modernized 
model house is going to start a lot of 
thinking about modernizing. And that 
can’t be anything but good for the com- 
munity.” 





“Turkey” in November 


OPENING TODAY! 


A new kind of Model House 


TESc 


Open House 
April, 1959 


7000 attendance on opening day and 13,- 
000 turned away because of traffic prob- 
lems—despite rain and snow. 


is Profit bird in April 
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MANAGEMENT TEAM for 
Operation Turkey in Fair- 
field, Conn., left to 
right: Norman Wenz, 
general contractor; Kent 
Barchelor, local utility; 
David Burnes, LIFE; Ben 
Plotkin, Jr., president of 
Fairfield Lumber and 
Supply Co. 


“Operation Turkey” shows that lumber dealers can 
re-make America’s old houses with... 


MODERNIZATION 


MODEL HOMES 


EVERY COMMUNITY, no matter how small, 
has its share of real estate “turkeys”. These are 
houses no one will buy. 


Dealer Ben Plotkin, Jr., of Fairfield (Conn.) 
Lumber & Supply Co., bought such a turkey last 
fall. He fed it well, re-dressed it fashionably with 
new brand name feathers. 


Result: By the time that the public was invited 
to view the house this month, Plotkin and many 
of his contractor and carpenter customers had 
already received home improvement business 
from homeowners who watched the old bird get 
renovated. 


Here is a prototype of what can become an an- 
nual merchandising plan for lumberyards—the 
MODERNIZATION MODEL HOME. 


By re-packaging the old turkeys, dealers can re- 
juvenate the Elm and Maple streets of America. 


Modernization model homes will make remodel- 
ing easier to buy; will give the dealer full control 
of this market; will create steady home improve- 
ment work for dealers’ contractor and carpenter 
customers. 


Turn the page for details of Operation Turkey. 





SELL PACKAGED REMODELING 


FOR PROFITABLE SALES CONTROL 
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MODERNIZATION MODEL HOME (Begins on Page 36) 





the urge to help bring the mod- 
el home promotion idea to the 
home improvement field. 

Being aware of the complexities of 
such an endeavor, LIFE wisely selected 
the one-stop retail lumber dealer as the 
logical merchant to put this idea into 
action. The excellent promotion work 
by lumberyards in whole-house remod- 
eling, and the lumber dealer’s high 
reputation for quality and dependabil- 
ity made the choice inevitable. 

Together with topflight building 
products manufacturers and the folks at 
Fairfield (Conn.) Lumber & Supply 
Co., the magazine’s merchandising men 
saw the fruits of their first Moderniza- 
tion Model this month. An old real es- 
tate “turkey,” bought and renovated by 
President Ben Plotkin, Jr. of Fairfield 
Lumber & Supply, was opened for 
public inspection. 


AST YEAR, LIFE magazine got 


Other dealers, such as Mount Clem- 
ens (Mich.) Lumber Co., Johnson Lum- 
ber Co., Annapolis, Md. and Briggs 
Lumber Co., Oneonta, N. Y. are in 
various stages of similar promotions. 

Summing up the test program, Dealer 
Plotkin said: “A remodeled house stim- 
ulates the imagination in a way our 
showroom in the yard never could. 
Even before it was completed, our 
‘turkey house’ captured the imagination 
of our town and the towns surround- 
ing. The real measure of success is how 
much remodeling business the project 
brings in and how many ‘turkeys’ in 
town the real estate agents start moving, 
using this project as an example.” 

“Operation Turkey” already has gen- 
erated several remodeling jobs, ranging 
from $500 to $5,000. 

The house will be open six days a 
week until November. Plotkin said that 
if the modernized model pays off as a 


FULL-PAGE AD by Fairfield Lumber promoted the team which cooked the Turkey 
House modernization. Most of the team members are customers of Fairfield Lumber 


& Supply. 





JUUUS KIRALY, owner. Kiruty Phumbing 
Oo, 1 youn experiance 





Remodeling work on the “turkey” house af 1216 Unquewe Rood, Fairfield is almost 
pleted. Pree: dagen Ro en he ae op i at 





VECSEY, torvman, Kisaty Phemi- 
ing Co, @ yours expentonce 
JOH CORSANO, caramic: tile speciation, 
‘yaar eapenence 
WOWARD MATTIONLL owner, Monroe 
Comtvate Co, 7 yonm experiance 
JOWN ABRAMAY AGE, carpenter, Wens 
Construction Co. § youn 
, san STEVE TOTH, Peinaing 


ienaenennh Deybromt Marsery 











satellite showroom, he may keep the 
house indefinitely. It would round out 
Fairfield Lumber’s new home business, 
which includes a profitable prefab 
house operation. 

How it works. Fairfield Lumber 
bought the “turkey” for $18,000. 
About $7,000 was spent for building 
materials—admittedly loaded to show 
the ultimate in modernization. About 
$2,000 was spent on advertising, in- 
cluding the newspaper ads shown with 
this article. 

LIFE magazine arranged for manu- 
facturers to give Fairfield delayed bill- 
ing. This enables the dealer to hold the 
property during the open-house period 
with a minimum of invested capital. 

If the house sells for $27,000 (a 
reasonable figure), Fairfield Lumber 
will gain all the promotion value free of 
charge, plus the sale of the materials. 

To launch the project, the magazine 


INTERIOR PROMOTION DISPLAY which 


“a 


shows “‘before’’ picture of the Turkey 
House is explained by Donald Burnes of 
LIFE to Mrs. G. (Jeepers) Jones, coordi- 
nator of the project for Fairfield Lumber 
& Supply Co. 





OPEN HOUSE scene on April 12. 





“BEFORE” SCENE of Turkey House, living room area. 


“AFTER” SCENE, modern throughout. 





people held a meeting with the Fairfield 
Lumber executives and sub-contractors 
who had been invited to participate. 
They next received cooperation from 
the Bridgeport Peoples Savings Bank, 
which provided the financing and also 
promoted the project in its own ads. 
The local utility United Illuminating 
Co., also cooperated. 

A V.LP. dinner was held, with the 
mayor, civic clubs, clergy and retailers 
represented. The real estate boards of 
neighboring communities were alerted; 
realtors can use the model as an ex- 
ample of expert modernization, show- 
ing prospects what can be done with 
older homes. 

Products advertised in LIFE were 
specified for the Fairfield job. The list 
includes such brand names as Kentile, 
Johns-Manville, DuPont, Owens-Corn- 
ing, Stylon, Walltex, General Electric, 
Nautilus, Orangeburg, American-Stand- 
ard. Signs in the model home promoted 
the brand names. 

Fairfield Lumber paid for its own 
advertising. It promoted the team of 
sub-contractors who did the work. The 
lumberyard does no building with its 
own crews. The basic idea behind Fair- 
field’s sponsorship was to establish it- 
self as the local headquarters for mod- 
ernization—the place to go for whole- 
house remodeling. 

LIFE magazine’s merchandising peo- 
ple will work with lumber dealers who 
express an interest in a similar promo- 
tion. A manual and a film strip will be 
available within a few months which 
will describe the program. 

(See page 42 for another moderniza- 
tion model home, open this month by 
Mathieu Lumber Co., Blue Island, III.) 

Reasons why. The lumber dealer’s 
role as sponsor of modernization mod- 
el homes stems from three factors, ac- 
cording to the LIFE project directors: 

1) The difficulty people experience 


(continued on page 42) 
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Species: White Elephant 
Habitat: Mount Clemens, Mich. 
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Mount Clemens Lumber Co., 1010 S. Gratiot, Mount Clemens, Michigan 


In Mount Clemens, Mich., 
It's a WHITE ELEPHANT 


The second modernization model home to be opened by 
lumber dealers this spring under the LIFE program is in 
Mount Clemens, Mich. As announced in the advertisement par- 
tially shown above, Nathan Litvin, vice-president of the Mount 
Clemens Lumber Co., plans to open the house on May |. It’s 
a white elephant instead of a turkey in Michigan. 

Copy in the ad is substantially the same as used by Fairfield 
(Conn.) Lumber Co., reported on a preceding page. 

Mount Clemens Lumber bought the house for $10,000 
About $15,000 is being spent on improvements 
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shelf hardware gives you more 
of just what you're looking for! 


x Top Quality 4 Easy Installation 4 Trouble-free Performance 
...and the best known line in the business! 


Easily installed, easily adjusted K-V shelf hardware 
provides attractive, low-cost decorative effects or stor- 
age facilities wherever they are needed. May be used 
for both open wall or built-in shelving. K-V adjustable 
hardware lasts the lifetime of the home, always keeps 
shelves straight, strong and sag-free. Ask your K-V 
representative for the complete story. 





FOR OPEN WALL SHELVES 





No. 80 Standard 
18” to 144” lengths 


No. 180 Bracket 
4” to 20” lengths 
Satin anachrome or brass finishes. 








a to 144" lengths ¥ ; 12% fo 26" length 

Nickel, bright zinc plate Satin anochrome finish 

or bronze finish F ; No. 87 Standard 

36” to 144” lengths 

No. 256 Support 

Steel, 4” long, %¢” wide. Satin anochrome finish 

Nickel, zinc or bronze 
FOR BUILT-IN SHELVES finish FOR EXTRA-HEAVY DUTY 
Can be mounted flush or on surface. Standards have 42” adjustment Ideal for hardware, paint or grocery store display or storage or for 
slots numbered for quick, easy alignment. hangrod installations. For home use, too. 


bee — 


Ask your jobber or K-V sales representative about the popular packed units of 
K-V 80-180 standards and brackets and K-V 233-239 standards and supports. 


KNAPE & VOGT MANUFACTURING COMPANY Grand Rapids, Michigan 


Manufacturers of drawer slides, sliding and folding door hardware, closet and kitchen fixtures and Handy Hooks for perforated board 
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record-keeping, installation RDM 


Call your jobber for prices, or write the nearest branch listed below. 


MILCO 


INLAND STEEL PRODUCTS COMPANY 
DEPT. O, 4029 West BURNHAM STREET + MILWAUKEE 1, WISCONSIN 

ATLANTA @ BALTIMORE © BUFFALO © CHICAGO © CINCINNATI © CLEVELAND @ DALLAS © DENVER © DETROIT 
KANSAS CITY © LOS ANGELES © MILWAUKEE ¢ 


® 


Rain-carrying Equipment 


MINNEAPOLIS © NEW ORLEANS @© NEWYORK © S&T. LOUIS. 
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The world’s most 
complete line of 
ventilating louvers... 


elel ga 


/ Builder 
’ Benefits! 
A 


147 different sizes and 
shapes to choose from... in 
aluminum and galvanized 


£ 
x 
e ¥ 
¥ 
. 


Here’s why LoManCo louvers are 

your best buy ... by far! 

Each and every LoManCo ventilator meets 
the new revised FHA minimum property 
requirements. LoManCo louvers are built 
only of stronger, heavy gauge aluminum and 
galvanized materials. LoManCo offers you 
the industries widest selection of louvers to 
choose from—over 147 different shapes and 
sizes of ventilators with many unique design 
features found only in the LoManCo line. 
Next time you buy louvers, be sure you 
specify LoManCo... your assurance 
you're getting the best! 

See our complete line in Sweets 
Architectural File Classification 1b, or 

write for illustrated catalog. 


Louver 


MFG. COMPANY = 
3603 Wooddale Ave. 
Minneapolis 16, Minn.. 
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BES sips 
Why Lumber Dealers Can 
Best Promote Remodeling 


The retail lumber dealer was 
chosen for LIFE’s promotion proj- : 
ect because he is a respected busi- | 
nessman, a central source of ma- 
terials, labor and financing and an 
enterprise basically involved with 
the health and growth of the com- 
munity. 

“The lumber dealer can over- 
come the fears, doubts and lack of 
knowledge about home moderni- | 
zation,” said a LIFE executive. 





MODERNIZATION 


(begins on page 36) 





1) The difficulty people experience 
in dealing individually with carpenters, 
plumbers, electricians, etc., in the ab- 
sence of a single remodeling contractor. 

2) The difficulty of arranging financ- 
ing needed to do the job, 

3) And, most important, the diffi- 
culty everyone experiences in visual- 
izing how his present home could be 
improved. 

Lumber dealers have been leaders in 
the erection of one-stop building ma- 
terial showrooms which perform a great 
deal of this selling function. The 
growth of modernization model homes 
will supplement the retail showroom in 
the lumber dealer’s domination of this 
growing market. 

Fairfield Lumber, for example, will 
have 1,600 extra square feet of show- 
room during the period when the “Tur- 
key House” is open to the public. 


MODERNIZED MODEL is designed to 
sell lumberyard’s home improvement 
services. 


Remodeled House is 


Open to Public 


A 50-year-old house is being brought 
back to life this month at Harvey, Ill. 
by Mathieu Lumber & Supply Co., 
Blue Island, Ill. Purpose of the major 
remodeling job is to direct the public 
eye on the Mathieu firm as the best 
local source of all types of home im- 
provement. 

The house had been moved out of 
the way of nearby express highway 
construction. Mathieu bought it, moved 

(Continued on page 47) 








that grows 
above ground 


The yellow gold has long 
been exhausted, but the 
‘green gold"’ still flourishes 
—to provide the soft, mellow- 
textured saw logs that make 
Camino quality Ponderosa 
and Sugar Pine, California 
Douglas Fir and White Fir the 
choice of so many buyers. 
Camino quality starts with 
quality in the tree—and 
Michigan-California maintains 
it throughout all manufactur- 
ing operations. 


Order 
Camino quality every time. 


MICHIGAN -CALIFORNIA 
LUMBER CO. 
CAMINO, El Dorado County, 
CALIFORNIA 
Camino Quality 
SUGAR and PONDEROSA PIN 
and associated species 5 
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ms eases gd Capitol 


-— SIOnSsS 


Ss new dimen 


in tivability 


mean greater depth 


to your 


sales 


THE Capitol LINE IS THE SELLING LINE ! 


More and more, where you find better designed and 
better built homes, you find Capitol. Smart style, smooth 
Operation, outstanding engineering, easy installation— 
these are characteristic of all aluminum building products 
by Capitol. With a complete line, from one dependable 
source, you can find just what suits your requirements 
...and your customer's demands. It adds up to more 
sales and more profit for you! 


SEE WHY 
CAPITOL IS 
A GREAT 
SALESMAN 
FOR YOU 





Capitol 


... the 


most favored, 
up-to-date line 
in the 
industry | 


CAPITOL'S 
INTEGRATED 
FACILITIES: 


iimelaaMasleliicis@ast-i rch 


fom iialh-talere Mm olgele lures 


CAPITOL ROLLING GLASS DOORS 
One of the most saleable features in new home design... 


e Hollow aluminum extrusions for maximum strength e Adjustable nylon 
rollers and guides give smooth, quiet operation without lubrication e Com- 
pletely weathersealed ...at sill, header and meeting rails e Built for 
Thermopane ... simple adaptor accommodates plate or crystal glass e 
Smash-proof cylinder key lock standard equipment e Available in 2 and 
4-panel units, in widths from 6 to 16 feet, in heights to 8 feet e Available 
assembled and glazed 

















CAPITOL PRIME SLIDING WINDOWS 


e Features exclusive spring latch . . . simple, trouble-free e Positive air-tight, 
weather-tight seal around entire sash... 10 times tighter than minimum 
AWMA standards e Easy sliding action . . . stainless steel track, nylon guides 
at head e Reinforcing center bar prevents sagging or bowing of sill e All 
corners, inside and out, are heliarc welded . . . helps keep windows square. 
No flashing needed e Wrap-around vinyl seal simplifies reglazing e Unique 
mull can be used for either horizontal or vertical mulling e Available for wood 
buck, fin trim or masonry installation e Combination storm sash and screens, 
removable from inside, are available 





CAPITOL ORNAMENTAL GLASS 


e Adds new attractiveness and versatility to the Capitol 
prime sliding window e Special process puts a permanent 
pattern on the pane itself—in rectangular or diamond-lites 
e Adapts modern aluminum windows to a wide variety of 
architectural applications 
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CAPITOL AWNING-TYPE WINDOWS 


e Double vinyl weatherstripping provides outstanding 
weatherseal—8 times tighter than minimum AWMA stand- 
ards e Heavy aluminum extrusions prevent racking during 
installation e Concealed hardware e All nylon bushing in 
operating arms prevents metal-to-metal contact e Com- 
pound offset operator eliminates sill interference Rigid 
snap-in glazing beads simplify reglazing e Most easily 
adaptable awning window for home modernization—fits 
1’’x 2” uprights e Meets requirements of fire codes in all 
States e Available for wood buck or fin trim installation 
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CAPITOL 
PRE-HUNG 
STORM DOOR 


e Saves up to 75% on in- 
stallation e Set in heavy 
master Z-bar frame, com- 
pletely predrilled for easy 
installation e No chance for 
costly errors in installation. 
No skilled labor required « 
Same quality in design, 
engineering and manufac- 
ture that made Capitol the 
world’s largest manufac- 
turer of aluminum doors « 
Complete with weather- 
stripping, inserts and all 
hardware 








THE EXCLUSIVE SPRING LATCH* 


automatically releases when 
window is raised, locks se- 
curely on closing. Simple. . . 


and fool-proof. 
*Patent Pending 


al 


CAPITOL SS. 


SINGLE HUNG WINDOWS 


e Rigid center bar prevents deflection of jamb, keeps 
window square e Smooth, trouble-free operation, with 
unique, adjustable balance e Clean, uncluttered lines . . . 
maximum glass area e Completely weathersealed around 
entire perimeter . . . 10 times tighter than minimum 
AWMA standards e Wrap-around vinyl seal on moving 
panel cushions glass, simplifies reglazing e Unique mull 
can be used in all assembly combinations e Available for 
wood buck or fin trim installation 











CAPITOL WINDOW WALLS 


e Strong, rigid frame . . . hollow aluminum extrusions 
for extra strength e Designed for maximum glass area 
e Entire surround is of same design to allow adding 
sections without using additional materials e Horizontal 
mullion bars interchangeable e Will not flex or rack out 
of shape in installation e Draft proof, completely 
weather sealed e Easy operation of sliding sections 
e Economically priced 
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CAPITOL...a single source, 
singular service for ALL your 
aluminum doors and windows! 


ROLLING GLASS DOORS « PRIME WINDOWS [; 

e WINDOW WALLS ¢ COMBINATION STORM [| 
DOORS, WINDOWS, SCREENS © JALOUSIES © |= 
EXTRUSIONS 


Mechanicsburg, Pa. 


CAPITOL PRODUCTS CORPORATION 
Mechanicsburg, Pennsylvania 


o ; 


eee 


Hazleton, Pennsylvania 





JOB SIGNS are important, says lumber- 
man Ed Mathieu. Temporary sign above 
wes replaced with a deluxe lawn sign 
before public opening of the remodeled 
house. 





MODERNIZATION 


(begins on page 36) 





it to suitable vacant lot in a stable 
neighborhood. 

In the modernization, partitions were 
ripped out and a new family room- 
kitchen created. Summer-winter air 
conditioning was installed along with 
new floors, wall surfacings, ceiling ma- 
terials, windows, insvilation, exterior 
siding and roof. 

Sales use. “We are having two open 
houses,” Mathieu said. “One is for peo- 
ple in the immediate neighborhood of 
the house, The other is for the entire 
market area we serve. These began 
April 16.” 

“We'll hold the house open every 
day except Sunday for several weeks. 
Estimators and salesmen will be at the 
house until the new owner moves in.” 
(While selling the house was not the 
main object, it was sold long before it 
was completed.) 

Is completion of a “model re-model” 
a good promotion for lumberyards? 
Mathieu says “maybe.” 

“If you are into consumer selling 
with both feet; if you have some kind 
of promotion going all the time, then 
maybe a model house like ours is for 
you,” Mathieu said. 

The lumberyard is prepared to follow 
through on home improvement jobs 
and new building; Mathieu has three 
crews of building mechanics and his 
own building finance firm. 


Symons Sales Spurt 


A sharp increase in sales for 1958 
over the previous year is reported by 
John G. Symons, president, Symons 
Clamp & Mfg. Co., Chicago, producer 
of prefab forms and concrete accesso- 
ries. He predicts an equally good year 
in 1959. 


Swimming Pool Boom 


An expected 62,000 swimming pools 
will be built this year, according to Jere 

















TM 


VIRGIN NYLON 
WHEELS 


RIGID EXTRUDED 
ALUMINUM TRACK 
SELF-LUBRICATING 
BEARINGS 


VERSATILE 707 SERIES 
FITS %” OR 1%" DOORS 
... SIMPLY REVERSE HANGERS 




















V-GROOVE 
CHANNEL 


RIGID STEEL VERTICAL AND 
HANGERS HORIZONTAL 
ADJUSTMENT 
SLOTS 





NEW Har-Vey Handi-Pak with 
Bumper is key to more sales 


Versatile 707 Series fits %" or 1°/" Sliding Doors 


©1959 By 


DOOR BUMPER INCLUDED IN EVERY HANDI-PAK 


Handle the line your customers want... one that 
means less inventory and better profits for you. 
Each Pak contains everything your customer needs 
for quick, easy installations. Handi-Paks include 
rigid extruded Aluminum Track, two No. 70-2H 
Hangers, two No. 70-3H Hangers, one adijust- 
able Nylon door guide, two cup pulls and one 
Door Bumper. With Har+Vey's 707 Series you 
never have to pass up or delay a sale. Look for 
the Har+Vey name... your assurance of selling 
superior quality. 


Sear eatery so-cc. na sone 


QUIETEST SLIDING DOOR HARDWARE AVAILABLE 


World's largest 
manufacturer of 
window screens 


AMERICAN SCREEN PRODUCTS COMPANY 


L. Gootschalk, president of the Nation- 
GENERAL OFFICES: 61 EAST NORTH AVENUE e@ NORTHLAKE, ILLINOIS 


al Swimming Pool Institute. 
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Lineyards-in-Action 








COMPLETE SALES CONTROL 








For results of cross-country survey among lineyards, and more individual lineyard re- 
ports, see your April 13 issue of American Lumberman. Also see page 54, this issue. 


CLL 


MORRIS S. TARTE, manager of the retail division, Colum- 
bia Valley Lumber Co., goes over plans with his head 


draftsman, Robert H. Fuller. 


HUA NAMA GEA EELU ETHER CAAT EH 


ing department. 


HUA 


TTR LALLLLL LALLA 


APPLICATION FOR INTERIM FINANCING is made by pros- 
pective homeowners with Mr. Claude D. Behme, manager 
of the main Columbia Valley yard and head of the financ- 


Lineyard Gives Ultimate in Planning 
—Financing, Drafting AND Decoration 


Washington state dealer also builds Lu-Re-Co components, de- 
velops land. Example of diversified product lines is appliance 
department which does $400,000 volume in sales plus service. 


Last year the Columbia Valley 
Lumber Co. completed 381 new home 
plans in the 10 market areas which 
the company serves in and around 
Bellingham, Wash. Many of these 
plans were duplicated by speculative 
builders. In addition, the lineyard pro- 
vided untold numbers of home re- 
modeling plans. 

By control of housing from the 
planning stage, Columbia Valley gains 
control of materials sales, both to 
builders and to consumers. 

Columbia’s service begins with land 
development, giving local contractors 
a chance to compete with large, out 
of town builders. 

Next comes financing, which Col- 
umbia Valley feels is one of the most 
important functions of a modern 
lumberyard. “We have one man in 
our main office who looks after all 


48 


’ 


of our interim financing,” said Morris 
S. Tarte, manager of the retail di- 
vision. 

“With interim financing,” he ex- 
plained, “we have control of the job 
and provide a real service to con- 
sumers. In many cases it would be 
impossible for people to construct 
their homes without our financing 
service. In our area most new homes 
are built for owner-occupants. We 
have only one area with any great 
amount of speculative building—in 
that area we furnish the same financ- 
ing to speculative builders. In all 
cases where we provide financing we 
have a guaranteed take out on the 
mortgage by a lending institution.” 

Coupled with financing is drafting 
service and ond to control ac- 
tual construction without hiring lum- 
beryard building crews. This is ex- 


plained on the facing page. 

Interior decorating. The Belling- 
ham firm’s planning service goes a 
step further than most dealers. Two 
young ladies, one in the Everson, 
Wash., yard and one at the main 
Bellingham yard, provide professional 
interior decoration. 

“We carry many samples of drap- 
ery and upholstery fabrics in these 
two yards, but no yardage,” Tarte 
said. “All materials are specially or- 
dered. These two women spend most 
of their time assisting customers in 
selection of paint, wallpaper and 
floor coverings. They are responsible 
for the greatest percentage of our 
paint sales.” 

The decorating consultants help a 
customer select colors. A company 
salesman usually places the actual or- 
der. The decorators have been a big 
factor in sales of floor coverings, a 
relatively new line, which is now mov- 
ing at the rate of about $5,000 sales 
per month. The company has just 


(continued on page 50) 
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How Dealer Brings Consumers Together with Contractors 


—and controls the sale and erection of homes, without hiring its own crews. 


Controling the building sale is the only way out of the 
declining profit picture which plagues so many lumber- 
yards today, the Columbia Valley Lumber Co. believes. 
This means handling the new home customer from start 
to finish. 

“We sit down with the prospect and talk about his 
plans, how much of a house he will need, if he owns his 
own lot, how much he has to pay down and how much he 
can afford to pay a month,” said Morris Tarte. 

“If he owns a lot, we find where it is. Then our draft- 
ing department will make a preliminary plan. We discuss 
this thoroughly before making a final drawing. 

“Then we ask if the family has a preference in con- 
tractors. If it does, we ask the contractor to bid on the job. 
But we also invite two or three other contractors to bid. 
We always have four or five competitive figures so that 
the customer is satisfied he is getting a good house at a 
fair price. 

“During the time the drafting department draws up 
plans, our interior decorator works with the wife on color 
schemes, floor coverings, countertops, etc. 

“When the contractors submit their figures the home- 
owner picks the low bidder. Then we take the down pay- 
ment and place a first mortgage on the property. We go 
inte interim financing in order to control the sale—and 


Prin 


to be sure that all bills are going to be paid and we will 
get our money. 

“Before we go into interim financing we get a firm 
commitment from a lending institution on the mortgage. 
When the contract is awarded we sit down with the con- 
tractor and the homeowner and explain to them the house 
will be built according to plans and no changes are to be 
made. If changes are made, the contractor must give the 
owner a figure on costs. The contractor and the home- 
owner then sign an agreement, the owner putting the 
money in escrow with us for the added work. In this way, 
there can be no arguments and everyone will be happy. 

“Each month the contractor brings in his bills for 
plumbing, wiring, etc. We make out our check and pay 
the various subs. This is the only way we can control and 
keep it from getting out of hand. 

“When the homeowner wants to do some of his own 
work, such as painting, we write a separate contract for 
that portion. The contractor allows a certain amount for 
it. The loan is set up so that if the homeowner does not 
perform, there is enough money for the contractor to go 
ahead and finish the job. In this way, neither the con- 
tractor or ourselves are stuck with the unfinished build- 
ing. 
“We thus obtain complete control of the entire job and 
protect ourselves all along the line.” 


INTERIOR DECORATOR, Jacque Wat- 
son, mixes paint to order for lumber- 
yard customer—one of many services 


she performs for Columbia Valley. DRAPERY FABRIC is selected by cus- 


tomer, assisted by Mrs. Watson of 
Columbia Valley. She also helps to se- 
lect floor coverings and other finish 
materials. 


MRS. WATSON works closely with 
Columbia Valley draftsmen to co- 
ordinate colors with house designs. 
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SALES CONTROL 
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added carpeting to its long list of 
products. 

. The decorators work close- 
ly with the Columbia drafting depart- 
ment, which turns out plans _ for 
homes ranging in price from $12,- 
000 to $48,000. 

“In some of our areas our drafting 
service is on a flat hourly rate wheth- 
er or not the customer buys from 
us,” Tarte explained. “In other areas 
the customer is charged the hourly 
rate but if he purchases all of his 
materials from us he is credited back 
for this service.” Tarte hopes to 
switch all drafting to a paid basis in 
order to be competitive. 

Appliances. “One-stop shopping” is 
no idle phrase at Columbia Valley. 
The company stocks nearly every 
building material and specialty on the 
market. One example of diversifica- 
tion is its $400,000 volume in ap- 
pliances. 

The appliances are sold in six of 
the 10 branches. In four of the six 
yards the company has straight com- 
mission appliance salesmen. One man 
at headquarters is in charge of all 
the appliance salesmen. 

“We maintain our own appliance 
service department,” Tarte said. “All 


of our yards are located in two coun- 
ties and we have two service trucks 
stocked with parts in excess of $2,- 
000. These parts gake care of 98% 
of any service required. The trucks 
make about 10 service calls a day. 
Good service is responsible for a high 
percentage of our repeat appliance 
sales.” 

Merchandising. To sell ali of these 
services and products, Columbia Val- 
ley has one of the most aggressive 
merchandising programs in the indus- 
try. Name any promotion idea and 
it’s likely that Columbia Valley is us- 
ing it. 

Headquarters prepares and supplies 
its branches with materials for news- 
paper ads, radio and television com- 
mercials; has direct-mail available for 
the branches; prepares programs for 
yard sales meetings; provides store 
layout and display service; helps 
branches sell packaged home and 
farm buildings; conducts seasonal 
sales drives and sponsors cooking 
schools, laundry schools and do-it- 
yourself clinics. 

Land and components. Within the 
past two years Columbia Valley has 
started a land development program. 
“We must do this to protect our- 
selves and our home builder custom- 
ers from out-of-town tract builders,” 
Tarte said. It is also essential for 
complete control of packaged homes. 

Tarte foresees the day when large 


NEWEST PRODUCT LINE at Columbia 
Valley Lumber Co. is carpeting. Mrs. 
Watson, the yard's interior decorator, 
discusses carpeting styles with customer. 





component parts such as wall panels 
will be used universally. It is just be- 
ginning to take hold in the Northwest, 
he said. Columbia Valley is a member 
of the Lumber Dealers Research 
Council and _ fabricates Lu-Re-Co 
components. 

“We just built two identical houses 

-one in the conventional way, the 

















“WE “RE ON ‘EASY STREET’ NOW THAT WE'RE SUGGESTING 
“SCOTCH BRAND MASKING TAPE WITH EVERY PAINT SALE!“ 


e No 
foundations, 
scaffolding or 
forms needed 


@ No skilled 
workmen 
needed. 


e@ No ground 
rotting or 
insect 
destruction. 


@ Quality poles, 
straight, uni- 
form taper. 





“SCOTCH” and the ploid design ore registered trademarks of 3M Co., St. Paul 6, Minn, 


Daiomeore Miiaine ano )ffanuracrurine company E> 
—— 


«WHERE RESEARCH IS THE KEY TO TOMORROW SN 
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Ideal for Farm Construction 
J. NEILS “DOUBLE LIFE” 
BARN POLES AND POSTS 


Farmers can lick high costs on all 
types of buildings by using J. Neils 
treated (penta or creosote) Lodge- 
pole Pine poles. They are long 
lasting, economical, straight, with 
uniform taper. 

No foundations are needed. No 
scaffolding or forms are required. 
Rafter supports can be nailed to 
the poles, eliminating matching, 
mortising and mitering. 

J. Neils “double life” poles and 
posts can be included with mixed 
cars of treated or untreated lum- 
ber. Free plans and erection in- 
structions available. 


J. Neils Lumber Company 
Division of St. Regis Paper Co. 








MILL AND TREATING PLANT AT LIBBY, MONTANA 


Circle No. 135 on Handy Cover Card 
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the profit line for 99 


BESTWALL GYPSUM 
BUILDING PRODUCTS 


First with Glass Fiber Reinforcement* 


Bestwall Gypsum Wallboard is reinforced with 
glass fibers for greater strength. You'll find 
less cracking, easier scoring and snapping, less 
shipping damage, less breakage on the job. 
Available plain or pre-decorated. Line includes 
Insulating Board plus Firestop Bestwall for 
fire-rated construction. 


Bestwall Gypsum Plasters with glass fibers are 
ideal for machine application; won’t clog hose 
or nozzle. Glass fibers add great strength, elimi- 
nate balling, reduce droppings. Also available 
unfibered, neat and mill-mixed. All are “plasti- 
sized” for smoother working, longer storage life. 


Bestwall Gypsum Sheathing is reinforced with 
glass fibers to give greater structural strength 
and fire resistance. Core and papers are water 
repellent; tongue and groove V-edges. Light 
weight means easier handling, faster instal- 
lation. 


*at no extra cost 





SHEATHING 


FIREPROOF 
YOUR BEST BUY IS ° 


BESTWALL GYPSUM COMPANY °* Ardmore, Pennsylvania * Plants and offices throughout the United States 
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Special AD MATS for Lumber Dealers! 


e Ideas for Ads 


¢ Complete Layouts 


¢ High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 
have your choice of hundreds of product mats. 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 
we also provide suggested layouts and copy. 


Package 2 


Theme and Project 
Illustrations 

Add-a-room (exterior) 
Add-a-room (interior) .... 
Add-a-room (sketches) .. 
Attic room “ 
Christmas, headline illus......... 


Entrance, before-after 

Family-recreation room ....23, 32 

Garages 

Garage converted to room 

Get ready for winter 

Home improvement 
(composite) 

Insulation 

Kitchen 

Modernization Magic 

Money to loan.......... 

Outdoor living 

Paneled room . 

Planning help 

Plywood 

Roofing 

Screened porch .............:ccs00000 

Warehouse sale ... 


Package 1 


American Lumberman 
59 E. Monroe St. 
Chicago 3, iil. 


(Circle pages desired) 
Package | 


+ 3, 3,4, $, 4, 71 6,9. 10,7, 
14, 15, 16, 17, 18, 19, 20, 21, 22 


pages @ $3.95 


Package 2 
23, 24; 36,. 26, 27, 28, 
29, 30, 31, 32, 33, 34 


pages @ $3.95 


entire package $44.90 


Catalog Send free catalog 
Name___ 
Address___ 


| See 


12, 13, 


entire package $82.50 


Products and 

Applications 

Acoustical tile 

Awning, window 

Caulking 

Christmas patterns .. 
Combination doors .... 
Combination windows 

Counter top 

Doors, interior 

Fan, kitchen 

Fence, picket .. 

Floor tile 

Hardboard, perforated 
Insulation, blanket 

Insulation, pouring 

Kitchen cabinets .................. 23, 26 
Louvered shutters, interior.... 34 
Lumber, piece-price 32 
Paint, exterior 

Paint, interior 

Ping pong tabl 

Plywood 

Roof cement . 

Roofing, shingles 

Storm sash 

Table legs .... 

Tools, hand .. 

Train table, plywood.. 


Weatherstrip ... 
Wrought iron railing... 


Theme and Project 
Illustrations 


Add-a-room . 
Attic Rooms 


Christmas, general 


Christmas, recreation room 


Christmas, tools . 
Fencing 
Garage selection 


Hardware ‘ 
Home workshop, tools . 


Home improvement for interiors 


Insulation 

Kitchen remodeling 
Plywood . 

Porch or breezeway 
Recreation rooms 
Spring check-up 
Products and 
Applications 
Adjustable post . 
Blanket insulation . 


Caulking gun .............. 
Cedar closet lining . 


Ceiling tile, insulating ..... 


Ceiling tile, acoustical .... 
Concrete mix . 


Page No. 











Woll Tile MAT NO. 261 
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Kitchen Cabinets 
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MAT NO. 264 
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Counter Top MAT NO. 285 








TYPICAL MAT page is shown above. Mat 26 includes a heading 
illustration in three sizes and product cuts for wall tile and 
called for other products, they 
mat pages. For example: No. 34, 
No. 10 or No. 23 for additional 


plastic laminates. If your ad 
would be picked up from other 
kitchen fans; No. 32 floor tile; 


material on kitchen cabinets. 


Mat Cornice, plywood 
Counter top 
Cutting board 


2 es Doors, combination 
” Doors, flush ‘ 
19 Doors, folding 
20 Doors, interior 
Doors, louver 
Doors, screen 


Fence, ornamental 
Fence, pickets 

Fence, posts 

Fence, wood and wire 
Floor tile 

Flooring, hardwood 


Garages . 

Garage doors 

Glass block 

Gutter and downspout 


Hardboard, perforated 
Hardboard, wall tile 
Hardware, builders’ 
Hose, garden 
Insulating plank 
Insulating siding 
Insulation, blankets 
Insulation, pouring . 
Jalousie . 

Kitchen cabinets . 
Knotty pine . 
Ladders 

Lumber ....... 


Medicine cabinets 
Mortar mix 


. 13 
, 22 


. 16 


22 


Paint brushes 

Paint, exterior 

Paint, interior 

Paint, masonry 
Paint, roller and tray 
Ping pong table 
Plywoo 

Plywood built-ins 
Plywood handy panels 
Plywood paneling 
Plywood train base 
Posts, fence . 


Roof coating . 
Roofing, roll 
Roofing, shingles 


Screen doors 
Screen, window 
Screen, roll ... 
Shelving lumber 
Shingles, asphalt 
Shingles, wood 
Siding, wood 
Stairs, disappearing 
Storm sash 


Tools, garden 
Tools, hand 
Tools, power 
Trellis 


Wallboard . 
Wall tile .. 
Weatherstrip 


Wood mouldings 
Wood paneling . 
Wood siding ..... 
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SALES CONTROL 
(begins on page 48) 





other using Lu-Re-Co components. 
The Lu-Re-Co pre-assembled paneled 
house saved $750 in overall costs,” 
he said. 

“The real beauty of the Lu-Re-Co 
system is that you sell the package— 
you don’t sell 2x4s by the thousand, 
or roofing by the square,” he said. 

Columbia Valley does not stop with 
wallpanels. Cabinets are fabricated in 
advance. Interior partitions are pre- 
fabed. Doors are assembled at the 
yard and pre-hung with trim on. 
Windows are pre-hung in the wall- 
panels, with hardware applied and 
operating when delivered to the site. 

Future. The Columbia Valley man- 
agement feels that the independent 
yard in the Northwest does not have 
the necessary capital to carry inven- 
tories and accounts receivable and to 
provide the time payment plans need- 
ed today. It concludes that the line- 
yard company is in a position to grow 
because it can and does provide 
these ingredients for controling the 
building sale at an adequate profit. 

Although Columbia Valley at pres- 
ent does not hire its own construction 
crews, Tarte believes that lumber- 
yards will eventually become prime 
contractors. 

Besides Tarte, who is secretary of 


the company and retail manager, ac- 
tive officers include Floyd M. Felch, 
vice-president and general manager 
and Marc L. Hickman, treasurer. 
Annual sales in 1958 were well above 
$3 million. 


Pallet Industry Issues 
New Specifications 


The National Wooden Pallet Mfrs. 
Assn., Washington, D. C., has issued 
new minimum standard specifications 
for warehouse pallets of West Coast 
woods. The standards contain the rec- 
ommended minimum specifications 
for permanent types of wooden 
pallets made from Douglas Fir, hem- 
lock or larch species of lumber. 

Three new grades, called select, 
standard and commercial, have been 
created for the pallets. The specifi- 
cations cover species of lumber, di- 
mensions of pallet parts, tolerances, 
methods of fastenings and their ap- 
plications and permissible and non- 
permissible defects. Copies of the new 
specifications are available without 
charge from National Wooden Pallet 
Mfrs. Assn., Dept. AL, 609 Barr 
Bldg., Washington 6, D. C. 

Named Barrett Vice-President 

G. P. Oldham has been appointed 
vice-president in charge of marketing 
for Allied Chemical’s Barrett Divi- 
sion. 


Movie Cowboy Drags and 
Kicks Lumber Dealer 


The retail lumber business can be 
rough in Hollywood. 

Dealer Abraham Berman said that 
Guy Mitchell, a singer, rode up on a 
horse, dismounted, dragged him from 
his car and kicked him. Actor Jose 
Ferrer stepped into the fray as peace 
maker. 

Berman claims that $100 worth of 
lumber had been taken from his lum- 
beryard for use on an addition to Mit- 
chell’s home. 

Reserve Supply Gives Sales 
Help to Dealers, Friends 


More than 400 lumber dealers and 
their contractor customers were guests 
of the Reserve Lumber Co., Cleveland, 
Ohio, at a special sales meeting last 
month. 

The dealers saw six product demon- 
strations and 13 sales movies during 
the day-long event. 


Buys Drake Electric Works 


Portable Electric Tools, Chicago, 
has acquired the Drake Electric Works, 
also in Chicago. Drake manufactures a 
complete line of soldering irons, pots 
and equipment soon to be supplement- 
ed with a line of instantaneous solder- 
ing guns and other portable power 
tools. It will be operated as a wholly 
owned subsidiary of Portable. 





Heres a better way to merchandise doors 


use ULTIPLEX 


door displayors 


For best results, we recommend that full-size sam- 
ple doors be grouped according to use, finish, 
style, or price. This can be done on any floor 
model or wall model Multiplex. And display doors 
may be sold at full price . . . rubber roller separa- 
tors prevent damage from handling. 

Look at the floor plans of any authority on store 
layout, you are almost certain to find Multiplex 
employed for door display. There must be a reason 
Multiplex has become such a standard, and there is. 
Let us give you the complete story, including speci- 
fications and prices. Mail the coupon today. 


Show it well, and it will sell! 


Multiplex Display Fixture Co. 
907-917 North 10th St., St. Lovis 1, Missouri 

Please send me Door Displayor information. 

Name 

Company 

Address 


City & State 
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One Accountant, One Bookkeeper, 
Machines Serve Eight-Yard Chain 


Machine bookkeeping, that pays 
for itself every two years, is the ex- 
perience of Mead Lumber Co., a line- 
yard with headquarters in Columbus, 
Nebr. 

With eight branches, the company 
has eliminated a bookkeeper for each 
yard. One accountant and one book- 
keeper handle the million-dollar op- 
eration, with a part-time bookkeeper 
called in at cycle billing time. 

Using National Cash Register equip- 
ment, the company processes be- 
tween 7,500 and 8,000 sales tickets 
monthly. Posting of these charge 
tickets average about 112 per minute 
to the proper account and in the same 


of sales distribution to the proper 
departments. 

“Besides a definite saving in money 
and elimination of duplicate records 
(at each yard), we free our managers 
to do the job they are supposed to 
do—estimating, selling and buying,” 
declared Warren B. McLaughlin, ac- 
countant. 

“With our arrangement, we can 
handle two more yards without any 
additional accounting help.” 

Recording purchases and expenses. 
Under this arrangement, consolida- 
tion of bills require only 475 to 550 
checks issued monthly. Automatical- 
ly they have a definite breakdown of 


tory, all by departments. 

The lineyard managers check the 
invoices and okay’s for payment and 
once or twice a week mai! to the 
home office for payment, which is 
done by a one-time carbon voucher 
check. 

At the end of any check grouping 
withdrawals, they balance out the 
columns (as shown on check) and 
have one total for each purchase 
category, one total for discounts, and 
one total for checks written and one 
grand total for sundry items. 

The next time they run checks writ- 
ten for this particular yard, they pick 
up the former totals and keep accum- 


ulating them for the month. The re- 
sult is only one posting per yard per 
month for different catagories. 

After payment, each invoice is 
marked paid and returned to the re- 
spective yard. A copy of the voucher 
is filed in the home office numerical- 
ly and under the respective yard. 

“We try to pay all the yards’ in- 
voices the same day as many of our 
yards buy from the same wholesaler 

(continued on page 56) 


process a complete tabulation is made sales, purchases and current inven- 
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LYETHYLENE FILM 




















Designed 
To Meet FHA 
Requirements 





Really widen your profit horizon! Promote 
GER-PAK Film versatility to both your builder 
and farmer-customers.°- Unmatched in construction 
as a moisture, water, dust or air barrier... con- 
crete curing blanket ... protective canopy ... and 
for dozens of other uses. While on the farm, 
GER-PAK is tops for plastic greenhouses, mulch 
film, hen houses, windbreaks, silage covers, fumi- 
gation blankets, and many other uses. Tap the 
double polyethylene film market in your area now. 
Order GER-PAK Film from your distributor today! 


CHOICE DISTRIBUTORSHIPS OPEN in some areas. Moisture-vapor Silage Covers Materials cover Inclement ancora 


Write for facts. barrier protection 


NEW, COLORFUL ADVERTISING—Pre-sells in the 
most-read, most-influential architectural, builder 
and farm magazines. 


FREE SALES AlDS—Counter cards, swatch cards, 
displays, ad mats and other valuable aids available 
through distributors. 


LARGEST SELECTION OF WIDTHS—From 10 in. 
up to 40 ft. wide. 


CHOICE OF COLOR—NATURAL, opaque 
WHITE, sunlight and weather resistant BLACK. 


EASY-TO-HANDLE PACKAGING—Even sia, 
40 ft. widths come conveniently pack- 8: 


aged in 10 ft. cartons, rr 


Virgin Polyethylene Film 
Gering Products, Inc., Kenilworth, N.J. 


Gering Products, Inc., Kenilworth, N.J. 
Please send me complete information and samples of 
GER-PAK polyethylene film and Miracle Tape. 


Name. 
Address 


City. 


Sn ecenessesee224q 


My distributor is. 
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SALES 


Typical sales ticket made at branch yard is shown 
at left. Sales distribution form, below, is quickly 
computed at main office by Mead's machine book- 
keeping. 
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MECHANIZED INVOICE. After payment, 
each invoice is marked paid and re- 
turned to the respective branch. 


or manufacturer,” Mc- 
Laughlin. 

“We can mail each yard’s checks to 
this particular firm (wholesaler) in the 
same envelope thus saving $2 to $3 
in postage for the day’s run,” added 
McLaughlin. “This also does away 
with an accounts payable ledger.” 

One bank account is used by the 
home office to pay all invoices. 
Once or twice a month they have the 
yards remit to the home office the 
amount of the invoices paid. 

Accounts receivable. A four-part 
ready-rite sales ticket with one time 


explained 


56 


carbon is used for charge tickets. The 
managers of the yards price and ex- 
tend these tickets and send one copy 
to the home office every day or every 
couple of days. 

The home office codes these tickets 
as to departments (Ibr., building sup- 
plies, hdwe, paint, etc) right on the 
sales tickets. Then as the bookkeeper, 
using a National accounting machine 
model #31, posts the charges or 
credits to customers statements, she 
also distributes the sales into lumber, 
hdwe, paint, etc., in the sales journal. 

If the machine proofs out to zero, 


DAILY CASH RECORD as kept by branch 
yards, rounding out complete sales pic- 
ture for headquarters. 


they know that the debits and credits 
are equal and go on to the next ticket, 
thus quickly insuring accuracy. 

With the accounting machine stor- 
ing charges and credits of accounts 
receivable and sales in respective 
columns until they have finished post- 
ing three or four days’ tickets, they 
total out the machine under each 
column with one figure for posting in 
each column. 

Using a Shaw-Walker index for ac- 
counts receivable file, it is alphabet- 
ized and they post the sales tickets 

(continued on page 76) 
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THERE’S A KITCHEN IN HER FUTURE... 
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with 


EVAMAR 


ee ie 


Dea er -franchises are sti available 


in some areas. Write us for com: 
plete information. 


a 


It isn’t just another kitchen that’s going to win the lady’s heart! Show her 
the kitchen of tomorrow — a NEVAMAR Carefree Kitchen that always 
charms a prospective buyer. She'll be fascinated by its clean, functional styling, 
its precisioned construction and its many work-saving features. Add to this 
the exciting lifetime NEVAMAR surfaces that never need painting or refinishing, 
that can’t absorb dirt or grease, that need so little care — and you have 
the most positive sales-making feature of all time. NEVAMAR KITCHENS 
are made in Fruitwood, Oyster Ash, Platinum Walnut and many more 
breath-taking patterns. Little wonder that these kitchens are selling so rapidly. 


Mev ancan KITCHENS Gos» 


Good Housekeeping / » never needs painting 
a oe 
DIV. OF NATIONAL STORE FIXTURE CO, INC. ODENTON, MARYLAND 


48 sovtansee 


April 27, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 139 on Handy Cover Card 





be ad 


VENEERED 


RODDIS 


EXCLUSIVE WOOD BLEND PANELS 


MANY WAYS SUPERIOR TO HARDWOOD PLYWOOD...YET COSTS LESS! 


Timblend, Roddis’ amazing man-made board, is now 
available veneered, in the most popular genuine hard- 
woods . . . from warm Birch to rich Walnut. New 
beauty plus highest warp-resistance combine in 
veneered Timblend to assure finer product quality at 
lower cost, in many hardwood plywood applications. 


Dealers have responded enthusiastically to the introduc- 
tion of Roddis’ new veneered Timblend, Sales have 
actually tripled in just one year! Here’s how you can 
profit from this “success story.” 

With veneered Timblend your customers get all the 
richness and beauty of their favorite hardwoods, plus 
all the proven advantages of its exclusive man-made 
core. It’s this Timblend core that makes the big difference! 

Because of the unique, controlled density, non-grain 
construction of this core, veneered Timblend machines 
beautifully with ordinary woodworking tools or power 


SPECIAL 
TIMBLEND 


CENTER CORE 


tools. Saw it. Drill it. Rout and rabbet veneered 
Timblend. You get smooth, gap-free edges every time. 
Even lipped edges turn out beautifully! And veneered 
Timblend has a remarkable dimensional stability that 
assures highest warp-resistance! Screw-holding ability 
equals that of the softwoods. 

Offer veneered Timblend in any of these best-selling 
woods: Elm, Birch, Maple, Cherry, Mahogany, Oak, 
Walnut and many others. Available in 3%” in common 
plywood sizes. Other thicknesses and sizes available, 
prefinished if desired, on special order. 

Veneered Timblend is ideal for cupboard doors, cab- 
inets, built-ins, wardrobes, sliding doors and other 
hardwood plywood applications. Your builder and wood- 
working customers will achieve excellent end results at 
lower cost. Why not send the coupon today for a free 
sample of veneered Timblend plus the illustrated bro- 
chure: “Working with Veneered Timblend”? 


YOUR CHOICE 


OF HARDWOOD 


VENEERS 
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USE BEAUTIFUL, 
WARP-RESISTANT 
TIMBLEND FOR: 


Cupboard doors 


Counter fronts 





Table tops 
Kitchen cabinets 


TV and Hi-Fi 
cabinets 


Shelving 
Wardrobes 
Sliding doors 
Store fixtures 


and displays 


Regular or 
Filled Timblend 
(for painting) 
also available 


Roddis Plywood Corporation * Marshfield, Wisconsin « Dept. AL-459 


Please rush free sample of Veneered Timblend and brochure: ‘Working with Veneered Timbiend” 


NAME. - " 
Re eee re 
ADDRESS. 
CiTY 
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$20,000 WORTH OF RESILIENT FLOORING in a town of 9,338 people is record of 
Abbeville (La.) Lumber Co., whose extensive displays are pictured above. Over half of 
this volume is for ‘luxury’ tiles such as rubber and ‘‘solid”’ vinyl. Emmett Putnam, Jr., 
president, has two full-time installation crews for floor coverings. 


Lumbermen Find Profits 
In Resilient Flooring 


Price-cutting in certain metropolitan areas discourage some 
dealers. But nationwide survey shows that resilient tiles and 
coverings pull well for most lumberyards. 

Some dealers put installation mechanics on payroll; compete 
successfully against specialty applicators. 

Details on page 62. 
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—Courtesy, Armstrong Cork Co. 


$24,000 IN FLOOR TILES a year is sold by Zurick & Zurick Lumber Co., Shamokin, 
Penna. Owner Bill Zurick is pictured at left with home-made, open-type store display. 
Nearly 75% of Zurick’s floor tile sales are to contractors, much of it on a take-with 
basis. About 70% of sales are in vinyl asbestos tiles. 


WALL DISPLAY, using full-sized tiles on hooks, is used with manufacturer banners at 
Herring-Price Lumber Co., Laredo, Tex. Vinyl asbestos tile is the sales leader today for 
most dealers. Newest sales opportunity: Luxury resilient tiles for interior entryways. 


—Courtesy, Azrock Floor Products 
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Lumbermen Find Profits in Resilient Flooring 





(begins on page 60) 


LMOST ALL dealers say that 

resilient floor tiles and cover- 

ings are gaining in popular- 
ity today. In a cross-country check 
just completed, Memphis and New 
York were the only exceptions to this 
fact. 

In small cities and rural areas, 
resilient floor tiles have become a 
standard item for lumberyards. Some 
dealers, in fact, have highly profitable 
floor coverings departments, offering 
installation service. 

In larger cities, a combination of 
applicator competition to builders and 
cut-price competition for the home- 
owner trade scares many lumberyards. 
There are two trends which are chang- 
ing this resistance. One is control of the 
whole-house or remodeling package by 
the dealer, including floor coverings. 
The other is the continued growth of 
do-it-yourself retail stores by lumber 
dealers, especially in suburbs of cities. 

There is a trend among builders 
to finish off recreation rooms and a 
tendency for builders to use resilient 
tiles for interior entryways. Both of 
these developments spell more sales 
potential for the lumberyard. 

Specialists. Dealers in medium- 
sized cities are in the ideal spot for 
profitable floor coverings depart- 
ments on a sizable scale. Three ex- 
amples are as follows: 

* Charlottesville (Va.) Lumber Co., 
in a town of 26,000, sells $90,000 
worth of resilient floor tiles a year 
and $10,000 in roll coverings. This 
yard has one of the most successful 
specialty departments in the indus- 
try. 

* Calcasieu Lumber Co., of Austin, 
Tex. (133,000 population) sells $37,- 


Big Tile Market Among 
Handymen for Finishing 
Basements of New Homes 


500 in tiles and $30,000 in roll goods 
annually. 

¢ Columbia Valley Lumber Co., Bell- 
ingham, Wash. (population, 35,000) 
sells $60,000 in resilient floor cover- 
ings a year in its headquarters yard, 
plus other sales in nine branches else- 
where in the northwest. 

Dealers with such quantity sales 
usually obtain a 40% markup on 
costs, plus labor profits. Most of these 
sales are on an _ installed basis. A 
great deal of the business is for new 
construction. 

The Columbia Valley Lumber Co. 
is pushing floor coverings through its 
interior decorating service for con- 
sumers and home builders. The yard’s 
decorating consultants help the cus- 
tomer select colors and then the floor 
coverings salesmen complete the sales. 

“In addition to hard surface floor 
coverings we have added carpeting,” 
said Morris §S. Tarte, manager, Col- 
umbia Valley retail division. 

Small town specialist. The Abbe- 
ville Lumber Co., located in a town 
of only 9,338, in the charming bayou 
region of Louisiana, sells $20,000 
worth of resilient flooring a year. 

Emmett Putnam, Jr., president, 
said that year-round promotion and 
a complete and fresh line of prod- 
ucts are the two main reasons why 
his floor coverings department is suc- 
cessful. 

Putnam shows most flooring ma- 
terials full-size. “You can’t build a 
volume on pattern-book selling,” he 
said. “When a housewife can see a 
good-sized layout she can visualize 
how the floor will look applied; the 
result is fewer dissatisfied customers 
and fewer call-backs.” 


Levine’s Lumber & Builders’ 
Supply Co., Elgin, Ill, sold about 
$5,000 worth of resilient tiles and 
$8,000 in resilient coverings during 
its first year in business just con- 
cluded. 

Almost 75% of Levine's sales 
are to new homeowners who put in 
their own basement floors. “Our 
sales for remodeling are slight,” 
said Robert Levine. 

In picture at left, co-owners 
Robert C. Levine and Gerald G. 
Levine (left to right) and manager 
H. L. Scherf study a new Arm- 
strong Cork booklet kept on top 
shelf of yard’s self-selling tile dis- 
play. 

“Vinyl asbestos is outselling as- 
phalt tile three-to-one,” Robert Le- 
vine said. The firm maintains a 
dollar investment of about $4,000 
in tiles and coverings. 





1959 Vinyl Asbestos 
Tile Color Chart 


A new color classification chart 
for vinyl asbestos tile is now avail- 
able, covering colors, shades and 
patterns from the following manu- 
facturers: 


Make 


Armstrong 
Azrock 


Trade Names 


Execelon 
Vina-Lux 
Bonafide Bonny Maid 
Congoleum Vinylbest 
oodrich Koroseal 
Johns-Manville Terraflex 
Kentile Kentile 
Matico Aristiflex 
Tile-Tex Flexachrome 


Single copies are available with- 
out charge from Asphalt and Vinyl 
Asbestos Tile Institute, Dept. A.L., 
101 Park Ave., New York 17, N.Y. 











The complete line on display also 
makes it easier to upgrade sales. More 
than half of Abbeville’s resilient cov- 
erings business is from luxury prod- 
ucts such as rubber tile, which earn 
a higher profit. 

Installation service is needed for 
luxury floors, said Emmett Putnam 
III, secretary-treasurer of the firm. 
“Of course we sell to do-it-yourself- 
ers. But full-time installation crews 
stand by ready to serve the customer 
who wants a professional job.” These 
mechanics were trained at one of the 
regional installation schools offered 
by Armstrong Cork Co. 

Most of the estimating work is 
handled by William Lovell, who has 
been trained in floor coverings. Two 
other inside countermen, Rigsby 
Frederick and Mrs. Rena Broussard, 
sell flooring along with other ma- 
terials. 

The yard devotes about 98% of its 
attention to one brand of flooring. 
“This keeps our inventory down. It 
also lets us take advantage of more 
volume rebates since we can _ pur- 
chase through just one wholesaler,” 
Emmett Putnam III said. The Abbe- 
ville Lumber Co. has sold resilient 
flooring since 1935. 

Sideline. Typical small town mer- 
chants who report steady sales and 
up to 50% markup on resilient cov- 
erings are the Armstrong-Thielman 
Lumber Co., Calumet, Mich. and the 
Knoll Lumber Co., Kenmore, Wash. 

Armstrong-Thielman _ sells about 
$2,500 worth of floor tiles a year 
plus $1,800 in roll coverings, such as 
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“THIS IS MY STAR SALESMAN,” 
said P. H. Garbade, manager of 
Garbade Lumber Co., Shiner, Tex., 
at right. Like many dealers, Gar- 
bade cannot carry big inventories. 
This type of floor display allows 
him to stock most popular tiles, 
right on the sales floor. 


—Courtesy, Azrock Floor Products. 
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SELF-SERVICE RACK displays 30 cartons of Excelon tile in store 
of Rock Island Lumber Co., Wichita, Kans. Nearby is open shelf 
where handymen can work out their own design effects in tile. 


ISLAND FIXTURE using perforated board and 6-step installa- 
tion pictures is a silent salesman for E. J. Foust, Inc., lumber 





company in Morgantown, Penna. Signs were furnished by the 


manufacturer. 


linoleum. It is nearly all for older 
homes, about 50% sold on an in- 
stalled basis. An inventory of $2,- 
000 is maintained. 

Knoll’s sells about $2,500 in tiles, 
$150 in other resilient coverings. It’s 
almost all for the do-it-yourself trade, 
including sweat-equity new homes. 
This dealer carries about $750 in- 
ventory. 

In a still smaller market, Hardin, 
Ill., the Langer Lumber Co. sells 
about $400 worth of resilient floor 
products a year as a sideline, carry- 


ing $100 inventory. This is mostly 
over-the-counter business. 

The Suburban’ Lumber Co.,, 
Rochester, Mich., sells about $1,200 of 
tiles a year from a $100 inventory. 
Again, it is almost all on an over- 
counter basis. 

With a limited inventory, markup 
is about a third over cost. Dealers 
actually reported markups ranging 
from 25% to 50% over costs, depend- 
ing upon location and volume. 

Part of package. Dealers who pre- 
cut or prefab complete house pack- 
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The yard carries about 200 cartons in stock at all times, 


ages find resilient floor tiles can be 
sold as part of the packages. James 
Evans, president of Tilson-Built Lum- 
ber in Houston, saw proof of the 
growing popularity of resilient floor 
coverings from the company’s entry 
in last year’s Parade of Homes. “In 
addition to becoming a must for 
family rooms and dens, we use it in 
bathrooms and entrys. We give our 
customers a choice of floors in en- 
tryways, but tile is nearly always 
picked,” Evans said. 

Tilson displays two lines of flooring 
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is a customer 


worth 60¢? 


The average homeowner, accord- 
ing to government statistics, 
spends $75 yearly in maintain- 
ing and improving his home. 
Many homeowners, particularly 
in newer housing developments, 
suburban areas or any middle- 
class neighborhood, spend con- 
siderably more. 


To sell this market, use HOME 
Maintenance & Improvement, a 
consumer magazine published 
exclusively for the use of lumber 
dealers. Its cost (imprinted, ad- 
dressed and mailed) is only 60¢ 


per year per name. 


Send for a sample copy and 
full information, without obliga- 
tion. Published by American 
Lumberman. 


al OM E Maintenance 
and Improvement 


Service Manager, Room 505 
59 E. Monroe St., Chicago 3, Ill. 








RESILIENT FLOORING 
(begins on page 60) 





in its store but actually stocks only 
about $300 worth of samples. Orders 
are filled in a few hours from the 
distributors. Sales from these samples 
run nearly $30,000 annually for Til- 
son’s new homes. Do-it-yourself and 
remodeling sales account for another 
$2,000. 

Abbott Armstrong, president of 
Barnes Lumber Co., in nearby Pasa- 
dena, Tex., carries one line of resilient 
floor tiles, expressly for his do-it- 
yourself market, which amounts to 
about $900 annually. 

City sales. R. W. Timmerman of 
Olympus Lumber & Hardware, Salt 
Lake City, said: “Our sales on these 
products are moving up. We sell 
about $6,000 worth a year. In the 
residential field, its 95% to the do-it- 
yourselfers. There’s quite a trend here 
in doing over basements, for which 
the tile is a natural.” The company 
maintains a $1,200 inventory. 

Rulon Bradshaw of Akron Lumber 
Co., Salt Lake City, reports increased 
resilient tile business. “We do from 
$5,000 to $6,000 a year in asphalt 
tile, mostly to mechanics, not con- 
sumers. It’s mostly for remodeling, 
but we also sell the tiles to new home 
contractors.” 








SAFE-BOND 
CONTACT CEMENT | | 


STAD 


a 


*Trade Mark 


Circle No. 123 on Handy Cover Card 


Get SAFE-BOND* 


the versatile Contact Cement 


where you get 


FORMICA 
lominated Plastic 





Lumberyards in the St. Paul, Minn., 
area reported an increase in tile sales, 
especially vinyl asbestos. About 80% 
of the floor coverings sold by Stanton 
Lumber, St. Paul, is for handyman 
installation. 

Manager Walter Walker of Walker 
Lumber, Minneapolis, handles vinyl 
asbestos tile for the D-I-Y trade as 
well as for new home builders. Stock 
is ordered as sold. 

In a check with St. Louis dealers, 
both Nalick Lumber Co. and DeForest 
Lumber Co. reported steady sales of 
floor coverings, especially for the do- 
it-yourself trade. 

One dealer in New Orleans is sell- 
ing about $20,000 worth of resilient 
tiles and coverings from a minimum 
$300 inventory at the yard. Almost 
all is sold on an installed basis, mostly 
for modernization. 

The new Diamond Gardner retail 
store in Concord, Calif., is pushing 
floor tiles. Howard E. Underwood, 
manager of the store, which was 
featured in the March 30 issue of A.L., 
is vigorously advertising the line on 
television. 

Maurice Weiner, owner of Cherry 
Hill Builder’s Supply Co., Maple Shade, 
N. J., declared that the use of re- 
silient floor coverings is definitely on 
the increase for new houses in South 
Jersey. He said that his own sales of 
both asphalt and vinyl asbestos tiles 
has steadily increased, now hitting 
about $4,000 on an annual basis. 

Weiner carries very little inventory. 
“We pick up from warehouses as the 
orders develop,” he said. 

In nearby Philadelphia, Robert Mc- 
Laughlin, manager of Quaker City 


FULL-SIZE TILE SAMPLES work well for 
Arnold L. Krich, manager, Shurtleff's of 
Carpentersville, Ill. ‘‘l carry a small in- 
ventory because we have 24-hour de- 
livery to the job site on tiles,’’ he says. 
Krich sells about $3,800 in resilient tiles a 
year, mostly to do-it-yourselfers. Asphalt 
tile accounts for about half of these 
sales; vinyl asbestos, 30%; asbestos, 
cork and rubber, 18% and solid vinyl, 
2%. Shurtleff & Co. has five yards, with 
headquarters in Elgin, Ill. 
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Any standard window you want 
(double hung, casement, awning) 


glazed with new GlasSeal” TS hermopane 





Builders will go for this. Now it’s 
easy to use Thermopane insulating 
glass in all of the windows of a house 
. . . not just in picture windows and 
sliding glass doors. GlasSeal Thermo- 
pane made with single strength sheet 
glass makes this possible. The two 
panes are slightly thinner than those 
used in any previous insulating glass 
unit—and up to 25% lighter than 
units made with double strength sheet 
glass. That makes windows easier to 


INSULATING 


operate, reduces load on hinges. And 

insulating value is equal to that of 
double strength units with the same 
air space. 


Increase your profits by stocking 
casement, double hung, awning and 
other popular-type windows glazed 
with GlasSeal Thermopane. Builders 
know that Thermopane helps sell 
houses. It’s been nationally adver- 
tised for 16 years. 


a Great Name in Glaso 


Made in the U.S.A. solely by 


LIBBEY*OWENS*FORD ¢ Toledo 3, Ohio 
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Lumber & Supply, “guessed” his firm 
sold about $3, 000 worth of resilient 
tiles last year. The do-it-yourselfer is 
the biggest customer for these prod- 
ucts, he said, but the use of resilient 
coverings is on the increase in new 
homes. He also carries a minimum 
store inventory. 

20% imcrease. In Dallas, Lee R. 
Slaughter Lumber Co. reported a 20% 
increase in resilient coverings annual- 
ly since the company started in busi- 
ness in the early 40’s. He sells it for 
new homes as well as commercial jobs. 

T. C. Kuhn, owner of the Million 
Item Lumber & Supply Co., Dallas, 
finds resilient coverings a “profitable 


line for do-it-yourselfers.” It’s ideal 
for room additions, he points out. 

Most other Dallas lumber dealers 
said they had been scared off this 
line by local specialty competition. 

In Lubbock, Tex., lumber dealers 
told American Lumberman that spe- 
cialists take all the floor coverings 
business, which is booming because of 
popularity of concrete slab construc- 
tion. 

But in Floydada, Tex., just north- 
west of Lubbock, the Willson and 
Son Lumber Co. sells between $50,- 
000 and $60,000 of resilient cover- 
ings a year. “There’s about twice as 


much of both tiles and sheet cover- 





wed 


TW&J, the West's 
largest producers 
of White Fir lum- 
ber offer HIGH 
ALTITUDE, OLD 
GROWTH, TOP 
QUALITY stock 
suitable for fram- 
ing and sheathing 
in home and con- 
struction use. 





1%" and 1%e6" Bs SS 
ture and offer PRE 


FIR LINEAL MOULDINGS & 


CUT STOCK. 
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P.O. BOX 3498 
San Francisco 19, California 


PRospect 6-4200 


hite Fir 


Teletype SF 211 


ings sold in this area compared to 
five years ago,” said J. M. Willson, 
Jr. “About 35% of this goes to D-I-Y 
trade; the balance is sold on an in- 
stalled basis.” The Willson yard keeps 
about $4,000 inventory in the line. 

Disgust with price-cutters was most 
prevalent in Detroit. T. J. Murphy, 
merchandising manager of F. M. 
Sibley Lumber Co., expressed the 
sentiment of most Detroit lumber 
dealers: 

“Up until two years ago, we han- 
dled resilient coverings. But we 
dropped them because of cut-throat 
competiton. Today we keep samples 
and if a customer is doing a room 
remodeling job we can order it for 
him as part of the package. Our ex- 
perience with these lines was not too 
happy.’ 

On the other hand, Kenmore Lum- 
ber Co. in Akron, Ohio, just recently 
expanded into the floor coverings 
business, because “our do-it-yourself 
customers practically demanded it.” 
The markup of 30% above cost is 
not too high, but it is an over-counter 
item with relatively low sales costs, 
this dealer said. Current inventory at 
Kenmore’s is around $2,000. 

In New England, the L. Grossman 
Sons, Wellesley Hills, Mass., has a 
floor covering department, managed 
by George Sobol. He said that the 
big selling point is eye appeal. Gross- 








Resilient Tile Problems 


Floor coverings manufacturers 
have been accused of overselling 
the wearing quality and ease of 
cleaning their products. These 
charges were made last month by 
delegates to the National Retail 
Floor Coverings Council in St. 
Louis. 

The floor coverings dealers also 
said that the manufacturers over- 
sell the simplicity of installation. 
This criticism probably stems from 
the dealers’ anguish over success of 
do-it-yourself sales by such out- 
lets as lumberyards. 

Retail lumber dealers are con- 
cerned about nailheads showing 
through vinyl asbestos coverings 
and second about indentation of 
asphalt tile and variations in colors 
and patterns. These views came 
out of a floor survey among lum- 
beryards made by the Building Re- 
search Institute. 

One dealer’s floor coverings ex- 
pert told A.L. that he always ad- 
vises against installing a resilient 
flooring directly over an old resil- 
ient floor. He urges the use of un- 
derlayment. He points out that in 
90% of cases it might be possible 
o “get. by” without using under- 
layment, but that complaints on the 
remaining 10% of the jobs mean 
a profit loss. 

Another good suggestion is to 
sell the heavier gauges whenever 
possible. On vinyl asbestos, for ex- 
ample, 1/16” requires almost a 
perfect application of underlay- 
ment and adhesive. The 4%” gauge 
offers more latitude. 
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ALWAYS CLEAN... ALWAYS NEW! 


No stain! No fading! Carefree! 


We have 
something 
really NEW 
in acoustical 
ceilings... 





Modern living demands sound conditioning 
..- TRI-BOND rates high! 


Tri-Bond Acoustical Tile is engineered with 529 sound-trap holes 
leading to a thick, fibre-glass backing giving it efficient sound 
conditioning. Tri-Bond’s rich, sculptured, non-porous plastic surface 
never needs painting .. . never loses its sound absorbing efficiency. 
A swish with a damp cloth keeps it clean, new, and sound condi- 
tioned forever. 


Tri-Bond is produced in America’s most glamorous and beautiful, 
soft, pastel colors. Installation is easy... put adhesive on the four 
cementing discs and apply. It will stick to any sound ceiling or wall 
surface. Self-leveling lugs guarantee perfect alignment. 


Lumbermen find Tri-Bond‘s exclusive features make it easy to 
trade UP. Once shown the actual tile and properly presented, 
building contractors and do-it-yourself trade will want the acous- 
tical tile with the everlasting beauty. Tri-Bond Acoustical Tile will 
enhance your sales and profits. 


Tri-Bond also manufacturers a complete line of quality 
wall tile. You can realize the maximum profit opportun- 
ity by stocking and displaying the entire line. Mail the 
coupon TODAY and we'll rush full details of Tri-Bond’s 
Profit-Picture for lumbermen. 


3040 Webster Avenue - 


MASTRO PLASTICS CORP. 
New York 67, N.Y. 
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[] Dealer 


Mastro Plastics Corp. 
3040 Webster Ave., New York 67, N. Y. 


Please rush me full details about 


[} Tri-Bond Acoustical Tile C) Tri-Bond Wall Tile 


Name__ 


Firm ie 





Address____ 


——— + 
[] Architect 


City. 





[] Builder 
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WELDED 
FENCE 


33% 


LESS COST 
MAKES IT 100% 
EASIER TO SELL 


PROFITABLY! 


EASY T0 
PUT UP 


50 and 100 ft. 
Units 


SMALLER MESH for BETTER 
PROTECTION 
BETTER LOOKING 
GALVANIZED AFTER WELDING 
TO LAST LONGER 
i PERFECT COMPANION SALE ITEM 
WITH GARDEN SUPPLIES 


Stock and sell the modern home fencing that 
brings you maximum profits with a minimum 
of sales effort. .. G & B WELDED-FENCE 
that costs about one-third less than the cheap- 
est old-style ornamental fencing. ORDER TO- 
DAY FROM YOUR NEARBY HARDWARE JOB. 
BER AND BE READY TO MEET THE EARLY 
SPRING DEMAND! Ask him for free newspaper 
mats and posters to help you sell . . . or write 
for ordering form direct to Sales Service Dept., 
Gilbert & Bennett Mfg. Co., Georgetown, Conn. 


GILBERT & BENNETT 


GEORGETOWN 3, CONNECTICUT 
BLUE ISLAND, ILLINOIS 
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MODEL HOME or model kitchen display 
above uses leftover tile. Azrock Floor 
Products gives you kit with 9”x9” sign 
printed on pressure-sensitive tape and a 
gummed back easel. Sign is applied to 
tile, then easel affixed. It can be placed 
on floor or kitchen counter. 





RESILIENT FLOORING 
(begins on page 60) 





man’s resilient tile sales are about 
80% to handymen, 20% for installa- 
tion by mechanics. Most of the sales 
go into remodeling. 

Lumber wholesaler. In Denver, 
dealers sell resilient tiles by samples, 
with a minimum stock. Many buy 
from one of their regular wholesalers, 
the Richardson Lumber Co. 

“We started our resilient floor 
covering department two years ago,” 
said John Haller, assistant manager 
of Richardson’s. “Today we are de- 
livering better than 1,200 cartons 
monthly to our accounts in the area 
we service, which is Colorado, Wyom- 
ing and parts of New Mexico, Kansas 
and Nebraska.” 

Most of Richardson’s lumberyard 
customers operate from an 18-carton 
stock. The average dealer sells about 
$200 in tiles a month. 


Vinyl Abestos Dominates 


“Ninety percent of our resilient floor 
sales are to customers who buy vinyl 
asbestos tile,” says Jim Gee, co-owner, 
Gee Co., Chicago. “The remaining 10% 
includes sales of various brands of as- 
phalt tile,” he adds. 

About 95% of these customers are 
do-it-yourselfers either finishing new 
homes or tackling remodeling jobs; 5% 
of the sales are to contractors. 

“Our market for resilient floor tile 
has changed considerably since two years 
ago when the demand was almost 100% 
for asphalt tile,” Gee finds. “Profitwise, 
this has worked to our advantage,” he 
says. “The profit is slightly better on vinyl 
asbestos tile because it is a more expen- 
sive material offering a greater margin 
on sales,” explains Gee. 

Although the dollar volume saleswise 
is up, the amount of flooring tile 
cartons sold by Gee is down. The re- 
tail firm carries about one-fifth of its 
total sales of resilient floor tile in in- 
ventory. 

Occasionally Gee Co. offers the tile to 
its customers at 11¢ a tile via news- 
paper advertisements. It regularly sells 
for 15¢. Although vinyl asbestos is not 
generally recommended for basement ap- 
plication, it is being installed by num- 
erous customers in basements and with 
good success, too, Gee finds. 











Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 
sult them on your next requirements. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Va. 
Hamer Lbr. Corp., Appalachia, Vo. 


Manufacturers Appalachian Hardwood Lumber 





*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Oak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Lavan Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Oak end Maple Strips and Laminated Block and 
Special Pattern Flooring. 





* Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
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To sell resilient tiles .. . 





CU 
& 
CJ 
C 


You Can Pick Inventory To Fit Pocketbook 


Manufacturers give tips on inventory requirements, advertis- 
ing, installation of resilient floor coverings. 


Many lumberyards carry only a dis- 
play inventory of resilient floor cover- 
ings, relying on distributors for quick 
delivery. 

However, most manufacturers claim 
that for greater profits the dealer 
should carry a yard stock. Here is a 
suggested inventory for dealers from 
Congoleum-Nairn: 

TILE 


Linoleum 

Asphalt 

Vinyl Asbestos ... 
Sundries 


Full-thick vinyl tile is not included 
above. The company suggests that a 
dealer purchase a floor display rack 
and one carton of the full-thick vinyl, 
which would amount to $42. 

SHEET GOODS 


Rotogravure 
$2,800 


Buying patterns from Congoleum- 
Nairn dealers show that the peak is 
reached in October, when 9.7% of all 
dealer purchases are placed, to a low 
point in December, when 6.9% of 
dealer purchasers are made. Actually 
there is little variation between months 
—dealers buy the year around. 

If you plan only an over-the-counter 
business, you can limit inventory to the 
lighter gauges of asphalt tile, vinyl- 
asbestos tile, linoleum tile and cork tile, 
along with smooth-surface coverings 
like felt-base. There will also be the ad- 
hesives and tools for do-it-yourself in- 
stallation. Armstrong Cork Co. believes 
that a $1,500 inventory would be suf- 
ficient for a dealer who plans only 
over-counter sales. 

Installation. You can use a building 
mechanic on your own payroll for resil- 
ient tile installations, according to J. C. 
Vynalek, manager of advertising for 
Azrock Products Div. of Uvalde Rock 
Asphalt Co., whose tiles are sold by 
many lumber dealers. 

“For builder sales, a lumber dealer 
can supply the tile and make arrange- 
ments with a flooring sub-contractor 
for installation,” Vynalek suggests. 

What are the qualifications for a 
flooring mechanic? He should know 


how to install all types of resilient floor- 
ing, wall covering and countertop ma- 
terial. He should be familiar with esti- 
mating, running tests and inspections, 
preparations of the subfloor and specifi- 
cations for his products. 

Manufacturers’ installation schools 
offer training on all of these points. 

For the do-it-yourselfer, almost all 
manufacturers provide adequate in- 
stallation literature. Many dealers rent 
tools such as a tile cutter and a 150- 
pound, 3-section roller to roll the floor 
tile after it is installed. 


One manufacturer said that sales of 
resilient tiles to do-it-yourselfers has 
dropped slightly compared to 10 years 
ago. One reason given for a “leveling 
off” of tile sales to the handyman is 
that more lumberyards are now willing 
to provide installation service. How- 
ever, the D-I-Y market still accounts 
for about half of the resilient tile sales, 
according to industry estimates. 


Advertising. Mr. Vynalek of Azrock 
Products believes that alternate adver- 
tising of per-tile prices and room-pack- 


How to Get Started Right in 


FIRST— 

1. Get in touch with your local whole- 
sale distributor of resilient flooring. 
He'll help you set up a flooring de- 
partment initially and will work 
with you in months ahead to ensure 
that your flooring business pays off 
from the start. 


. Choose a manager for your new de- 
partment. Whether this is you, one of 
your present salesmen, or a new man 
brought in for the purpose, you can 
rely on your wholesaler and on man- 
ufacturer’s representatives for help 
in training him. 

. Select the location for your new de- 
partment. Resilient flooring manu- 
facturers will aid you, at no charge, 
in setting up the department layout. 


4. Decide on a starting inventory, with 
the wholesaler’s help. 


NEXT— 
5. During the first month, hire—or 
select from within your present or- 
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ages is the most successful promotion 
program. ; 

“Generally, the per-tile price adver- 
tising catches the consumer's eye more 
quickly and seems less expensive, | he 
said. “However, since tile comes 9”x9 
it is difficult for the average person to 
convert price-per-tile to cost for a room 
measured in square feet.” —_ 

With a room package price, an aver- 
age size room must be assumed. Most 
manufacturers provide price calculating 
charts. 

According to the Armstrong Cork 
Co., most floor coverings departments 
have an advertising budget of 4% to 
6% of sales. 

Related sales. Resilient floor cover- 
ings is a “natural” for the package sale. 
Floor tiles will help create kitchen 
sales, too. A case example comes from 
J. C. Snavely & Sons, Landisville, 
Penna. 

James Snavely, vice-president of the 
firm, said that a farmer ordered a kitch- 
en floor. Snavely explained how he 
could get a more thorough renovation 
job. From the original order of a $100 
floor grew a kitchen job worth about 
$600. In packaged remodeling and 
packaged homes the lumberyard has a 
great advantage over the floor coverings 
specialist. 


the Resilient Flooring Business 


ganization—a two-man installation 
crew. If training is needed, enroll 
them in a manufacturer's installa- 
tion school. 


THEN— 

6. During the first two months, be- 
gin training the retail salesmen who 
will sell resilient flooring in your 
store. Use slide films and training 
manuals supplied by manufacturer. 


. Set up the department at a good lo- 
cation in your showroom, and show 
off your opening inventory in floor 
displays. 

. Establish a workable system of job 
control and inventory records, with 
the help of your wholesaler. 


. Don’t forget to let the people of 

your community know you're in the 
floor covering business. Your ad- 
vertising program for the coming 
months should include announce- 
ment ads, continuing product ads, 
and traffic-builder ads. 





NEW PRODUCTS AND SALES AIDS———— 


What's New in Resilient Flooring 


Specifications and market data for products you can sell 


Three Selling Aids to Boost Resilient Floor Products 


same colors illustrated in the ad reprint, also mounted on 
the display. Easy to set up, the card may be used on counter, 
shelf or in the store window. 

A third new point-of-sale display on Azrock Carpet Tones 
(right) is printed in an appealing chocolate brown and pink 


A new hidden-value card on floor tile, ye especially 
for model homes, is announced by Azrock Floor Products 
Div. Printed in yellow and black, the card (left) tells home 
prospects why the floors help to make the model home 
more livable. In addition to being a display piece, it also 


serves as a sales training tool. It reminds salesmen of floor 
tile selling tips to use as they take prospects through home. 
The card is available in two sizes: 28”x24”, with eyelets for 
use as a wall hanger, or 16”x14”, easel-backed, for use on the 
floor or on a counter. 


color combination. Four actual 9”x9” Azrock asphalt tiles are 
mounted on the display, which is about 36” wide x 18” 
high. It stands in an accordion effect and is supported by 
wire legs. The display may be used on the sales floor, in 
the window or on a counter. Inciuded in the package is an 


attention-getting streamer printed in three colors. 


Another new counter display card (middle) contains 
All three selling aids pictured above are now available 


samples of the manufacturer’s Vina-Lux Terrazzo Tones. 
Printed in beige, brown and white with a fluorescent from Azrock Products Div. Uvalde Rock Asphalt Co., 
orange accent, the display holds 3”x3” sample tiles of the Dept. AL, Box 531, San Antonio, Texas. 

Circle No. 201 on Handy Cover Card 


Two Luxury Tile Merchandisers 


Called the Luxury Tile Workshop, a 
new tile merchandiser (left) provides 
simultaneous exposure of all luxury 
tiles in the Armstrong line. Ranged 
across the top of unit are illuminated 
samples of the complete range of types 
available. A filing cabinet at the left 
sample bin stores more than 300 of the 
9”x9” samples, including four tiles of 
every pattern in each of the luxury 
tile lines. The layout board in right of 
photo accommodates four tiles so that 
the customer may see an 18”x18” area 
of any tile pattern. 

A smaller display unit (right) stands 
4’ high x 2’ wide and can be used 
either as a floor or counter display. It’s 
designed especially for the medium- 
sized or small store and contains one 
set of 9”x9” tiles in each luxury tile 
line. Armstrong Cork Co., Dept. AL, 
Lancaster, Penna. 

Circle No. 202 on Handy Cover Card 
(continued on page 72) 
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Medium Density 
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for patio fences, outdoor furniture, work- 


el -Taleuam ce) osm lalelelelam or-lal-iilal-ammer-lellal-a uel. 


SEND FOR SAMPLE TODAY! 


Georgia-Pacific, Dept. ALBP459, Equitable Bidg., Portland, Oregon 


Please send sample and complete information on GPX medium 
density plastic-faced plywood. 


Name____ 

Firm 

Address 

City__ . bin State 


GEORGIA — PACIFIC 


Plywood & Redwood - Lumber & Hardboard - Pulp & Paper 


* 
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What’s New in Resilient Flooring 


(begins on page 70) 





Adds Five New Carnival Colors 


Kentile, Inc., has added five new Car- 
nival (spatter) colors to its vinyl as- 
bestos flooring line. The new colors are: 
Troubador, a light green with mottle 
chips of darker green, yellow, pink, 
white and blue; Banjo, a warm beige 
with cheerful color accents of carnival 
chips in dark- brown, light blue, yellow, 
pink and white; Fanfare, a charcoal gray 
background with mottle chips of pink, 
light gray and white; Cabaret, a 
light medium gray gaily decked with 
mottle chips of yellow, white, pink, 
charcoal gray and blue; and Marquee, 
a black background with mottle chips 
of light gray and white. 

The new Kentile products are in 
1/16” and %” thicknesses in regular 
9” x 9” size tile. The tiles can easily be 
installed by any homeowner, says mak- 
e 


r. 
Market data. Suggested retail price is 


about 38¢ per square foot installed. 
Available from distributors, the Carnival 
Colors are designed to attract both con- 
sumer and contractor sales. Kentile, 
Inc., Dept. AL, 58 Second Ave., Brook- 
lyn, N. Y. 

Circle No. 204 on Handy Cover Card 


Nairon Selling Selector 


A new Gold Seal Nairon vinyl tile 
merchandiser is constructed of 24- 
gauge steel and finished in blue baked 
enamel. It displays one mounted and 
two loose 3”x3” samples of all of the 
patterns in the Nairon Custom Line. 
The rack and samples are offered to the 
dealer for $9.95. 

A full-scale rack also is available to 
dealers at a cost of $9. If the dealer wish- 
es 9”x9” samples along with it, the total 
price is $18.30. Congoleum-Nairn, Inc., 
Dept. AL, Kearny, N. J. 
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Flooring Installation Guide 


A handy wall chart showing the prop- 
er installation of all Tile-Tex products 
is now available. Its purpose is to sim- 
plify selection of the proper adhesive 
for each type of flooring tile produced 
by The Flintkote Co. Designed to hang 
on the dealer’s wall, the chart lists the 
various types of subfloors, how to pre- 
pare the subfloor, the various Tile-Tex 
flooring tiles and the correct adhesive 
to use to fully bond the tile with the 
subfloor. 

The new chart enables the dealer to 
see at a glance precisely what adhesive 
to recommend to a customer. In a self- 
service store, it enables the customer to 
have his questions answered quickly. 
Tile-Tex Div., The Flintkote Co., Dept. 
AL, 630 Fifth Ave., New York 20, N. Y. 
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Two New Displays for Dealers 


Keyed to trigger on-the-spot sales, the 
new Kentile Hi-Fi Asphalt Tile point- 
of-purchase display pictured above has 
been created especially for use by lum- 
ber dealers. The display features Hi-Fi 
paper samples of each of the 44 colors 
in the maker’s asphalt tile line. The 
samples are easily removed by the 
prospective customer. In addition, to the 
right of the board there appears a series 
of three vertical metal racks containing 
the Kentile guarantee, asphalt tile folders 
and pamphlets of self-installation in- 
structions. On the right side of the 
banner, space is reserved for price per 
9” x 9” tile. The new display measures 
27” x 46” x %”. 

There is also a companion display for 
the Kentile Vinyl Asbestos line. It offers 
samples of all 67 colors in the line and 
measures 31” x 46” x %”. The two new 
displays can be used with metal legs to 
serve as floor stands or they can be hung 
as wall displays. Each is constructed of 
18” tempered hardboard. Kentile, Inc., 
Dept. AL, 58 Second Ave., Brooklyn, 
N.Y. 
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One-Stop Shopping in a Hurry 
—See Card on the Back Cover 


Economy All-Viny! Flooring 


Called Supreme, a new .080 gauge 
line of economy all-vinyl flooring for 
residential or light commerical applica- 
tion is available. Produced in 9”x9” tile 
only, the line consists of 20 light, deco- 
rator colors in four patterns. Color 
styles and patterns available include 
eight in terrazzo, five in romance, a 
plain black or white and five in metallic. 
The three Supreme patterns shown 
above are, left to right, romance, plain 
and terrazzo. 

Market data. Suggested retail price of 
Supreme all-vinyl flooring is approxi- 
mately 45¢ per square foot. Available 
now from distributors, it is primarily 
an item for consumer sale. The line is 
sold with a homeowner's guarantee 
against wear-out during lifetime oc- 
cupancy, maker announces. Dealer sales 
aids include brochures giving complete 
installation and maintenance specifica- 
tions. The Goodyear Tire & Rubber 
Co., Dept. AL, 1144 E. Market, Akron 
16, Ohio. 
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Adds Grecian Gold Styling 


Grecian Gold, a striking new design 
in Armstrong Quaker Floor covering, 
features metallic gold accents in a styl- 
ing suggested by the Greek Key motifs 
of classic architecture. Two patterns 
are available: beige and light gray. This 
new geometric effect in Armstrong's line 
of felt-base floor coverings is made in 
6’, 9’ and 12’ yard goods. 

Market data. Suggested retail price of 
the Grecian Gold pattern is approximate- 
ly $1.09 a square yard. An approximate 
40% margin on selling price is considered 
advisable by the dealer. Available now 
from wholesale distributors of the Arm- 
strong line of resilient flooring, it is 
primarily an item for consumer sale. 
Minimum dollar investment for a deal- 
er is the cost of one roll, which is about 
$100. Dealer sales aids include a display 
package for Quaker rugs and floor 
coverings. Armstrong Cork Co., Dept. 
AL., Lancaster, Penna. 
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Mew! 


JOHNS-MANVILLE FIBER GLASS home insulation 
offers you all these profit-building advantages 











x REQUIRES LESS STORAGE SPACE 


Johns-Manville Fiber Glass home insulation comes in 
lightweight compressed packages that require less ware- 
house space per square foot of material. Takes less than 
30% of the storage space of other types of insulations. 


Less weight permits use of loft space without worry- 
ing about floor load. Workers can stack lightweight 
packages without use of lift trucks. 


LESS TRANSPORTATION COST 


Enough J-M Fiber Glass home insulation for the ceil- 
ings of two average homes can be stacked on a %-ton 
delivery truck and still leave ample truck space for 
other building materials. Your transportation and 
handling costs are reduced. 


SUPERIOR PRODUCT 
MAKES SELLING EASIER 


Johns-Manville Fiber Glass home insulation has these 
new and exclusive features: “Reinforced Double-Fold 
Tabs” for easy, quick installation and a tighter vapor 
seal... . finer, longer, more resilient fibers for high ther- 
mal insulating efficiency . . . aluminum-foil facing on one 
side to reflect radiant heat, form an effective vapor 
barrier and permit uncovered back to “breathe.” 


FASTER INVENTORY TURNOVER 


Because of the great demand for J-M Fiber Glass home 
insulation, it sells faster, inventory turnover is increased 
and profits are greater. 


For the complete profit-making story 
see your J-M Representative or write: 
Johns-Manville, Box 111, New York 16, 
N. Y. In Canada, Port Credit, Ontario. 


JOHNS-MANVILLE 5) 


LESS STORAGE SPACE 


s 
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FLOOR COVERINGS 
(begins on page 70) 





Introduces Lode O’ Gold Tile 


Called Lode O° Gold, a new gold- 
veined marbleized floor and wall low- 
cost vinyl tile is the latest in the Matico 
Aristoflex vinyl-asbestos series. The abil- 
ity to match floors with walls permits 
many new effects. A popular method is 
to match one wall of tile with the floor 
tile and finish the other three walls in 
a monotone. 

For residential use, Lode O’ Gold 
comes in popular 9” square standard 
gauge tiles. A contract gauge (%”) also 
is available. 

Market data. Matico Aristoflex Lode 
O’ Gold is offered in the following 
colors: golden cedar with white, brown 
and gold; golden ash with black and 
gold; golden birch with  silver-gray, 
brown and gold; and golden ebony with 
white and gold. It retails for approxi- 
mately 30¢ a square foot. Available now 
from 500 floor covering distributors, the 
tile is an ideal item for consumer or 
contractor sale. Dealer sales aids in- 
clude display cards. Mastic Tile Corpor- 
ation of America, Dept. AL, P. O. 
Box 128, Vails Gate, N. Y. 
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Let Your Ads Sell Flooring 


How the lumber dealer selling floor 
coverings can use advertising to stimu- 
late sales is the subject of a new booklet, 
called “Your Advertising.” The 20-page 
booklet, illustrated with cartoons and 
photographs, emphasizes newspaper ad- 
vertising but also covers window dis- 
play. Included are sections on the im- 
portance of advertising, the ad budget, 
the advertising program and how to make 
it work, 10 basic rules for putting “sell” 
in flooring ads, how to lay out an ad, the 
use of ad mats, how to follow up an ad 
in the store. A dealer may obtain a copy 
by writing the Bureau of Retail Adver- 
tising, Armstrong Cork Co., Dept. AL, 
Lancaster, Penna. 
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Bolta-Floor Cirrus Announced 


New Cirrus by Bolta-Floor is a long- 
wearing, all-vinyl flooring. Offered in 
rich translucent colors ranging from 
dawn to dusk, each tile is a handful of 
cloud-streaked sky. Cirrus is especially 
designed for the homemaker who is seek- 
ing a flooring that has captured both 
quality and elegance. Building Materials 
Div., Bh General Tire & Rubber Co., 
Dept. , Englewood Ave., Akron 9, 
Ohio. 
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new PRODUCTS 


Skil Announces New 500 Line 


The new 500 line of portable power 
tools is a short but complete line de- 
signed to cover all do-it-yourself and 
light construction markets sold by the 
dealer. The maker spent many months 
in market research to select the 14 basic 
tools included in the line. Redesigned 
packaging for all 500 line models also 
is announced. Each too] is packed in- 
dividually in a minimum-size carton. 

The new model 554 Skil 844” saw in 
photo above is one of three heavy-duty 
saw models in the 500 line. All thrce 
saws feature a new pushbutton blade 
lock to hold the saw shaft stationary for 
making easier blade changes. Also in- 
cluded in the design of each of the 
three saw models is a new sawdust 
ejection system to direct dust away from 
the operator and away from the line of 
cut. 

Market data. Retail prices of the three 
heavy-duty saw models are: 64%” model 
552, $64.95; 7144” model 553, $79.95; 
844” model 554 (pictured above), $89.- 
95. Available from hardware or lum- 
beryard distributors, tools in the 500 
line are ideal items for contractor or 
consumer sale. Minimum dollar invest- 
ment for a dealer varies, maker says. 
Sales aids include fact tags, displays 
and national advertising. Skil Corp.. 
aga AL, 5033 Elston Ave., Chicago, 

1. 
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Brick Hammer 


Called the Brickmaster, a 
new, all-steel brick hammer 
has a tough plastic plug at 
the end of the handle butt 
which is perfect for tapping 
bricks. Replacement plugs 
also are available. The ham- 
mer’s neoprene grip is con- 
toured and perforated for 
easy handling. To help deal- 
ers sell at point of purchase, 
every Brickmaster hammer 
has a fact tag which fully 
describes all features. It re- 
tails at $5.75. Stanley Tools, 


For Details See New 
Inquiry Card on Back Cover 


Jack Post Kit 


A new Jack Post Kit enables the do- 
it-yourself customer to make anyone of 
three different diameter pipe jack posts. 
or most any size wood jack post. All 
adapters are enclosed in each kit for 
the entire range of sizes. The customer 
furnishes his own pipe or wood post 
and it can be new or used material. 

The Jack Post Kit contains all the 
necessary parts to make posts from 1’ 
to 21’ high in the following sizes: 1” 
pipe post; 142” pipe post; 2” pipe post 
and wood posts most any size. 

Market data. The Bild-N-Repair Steel- 
bar Brand Jack Post Kit retails for $3.98. 
Usual retail markup on cost is 50%. 
Available now through 300 distributors, 
the kits are packaged 10 units to a car- 
ton. Complete installation instructions 
are included in each kit. The kits are 
ideal as items for both consumer and 
contractor sale. Dealer sales aids in- 
clude envelope stuffers. Cooperative ad- 
vertising allowances also are available. 
Baden Steelbar & Bolt Co., Dept. AL, 
Route 3, Sewickley, Penna. 
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div. of The Stanley Works, 
Dept. AL, 111 Elm St., New 
Britain, Conn. 
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BARRETT 


FIBREBOARD PRODUCTS 


stronger...smoother...more uniform in size 





























CEILING TILE IN 3 NEW PATTERNS 


... Sparkler, Fissure and Tattersall. Decorated in 
tasteful multi-colors, these new Barretone? Tiles 
are backed by heavy promotion in The Saturday 
Evening Post! 





23% STRONGER...“RIGIDWALL” 
SHEATHING RIGIDWALL® is the new 


Barrett Insulating Sheathing that exceeds FHA 
requirements for application without corner brac- 
ing, by 23%. Also exceeds FHA requirements for 
direct nailing of siding...and by 47%! Tell 
your builder customers. 


EASY TO APPLY...BUILDING BOARD 
AND PLANK Here’s just the thing your 


customers are looking for when they decide to 
finish a basement or attic. Plank is factory-painted 
in a choice of colors. Nail directly to framing for 
finished walls. 


STRENGTH THROUGH CHEM-FI 
PROCESS The CHEM-FI Process is the 


Barrett method of fibreboard manufacture that 
makes all these products superior to others. Try 
holding other ceiling tiles by the flange, as above, 
and watch them break in your hand. Barrett 
Insulating Tiles are proved stronger! 


t Trade Mark of Allied Chemical Corporation 

Your Barrett representative can show you how the extra strength of thse fibreboard products can mean more sales . . . less wastage 
...and bigger profits for you. FOLLOW THE BARRETT LINE. Asphalt Shingles and Roll Roofing + Asbestos-Cement Siding 
Shingles » Rock Wool Insulation + Sheathings and Building Papers + Roof Insulation + Built-Up Roofing Products + Bituminous 
Coatings and Cements « Translucent Plastic Panels. 36th & Grays Ferry Ave., Philadelphia 46, Pa.; Merchandise Mart, Chicago 54, 
Ill.; 1827 Erie St., Birmingham 8, Ala.; 323 S. 67th St., Houston 11, Tex. 


lied 
BARRETT DIVISION hemical 


40 Rector St., New York 6, N.Y. 
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NEW PRODUCTS 
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eels Didiues i Look 


Bold new styling in a new aluminum 
combination door is achieved through 
the use of two extruded hollow alumi- 
num vertical mullions, which also serve 
to incorporate greater rigidity into its 
construction. Added strength is built into 
the door through the use of new type 
heavy-extruded aluminum corner gussets 
and the use of double strength glass 
throughout. Named the Regalite, it is 
offered as a full one-inch Z-Bar door 
with Schlegel wool pile weatherstripping 
or as a 1%” Expander door. Both models 
are equipped with full piano hinge and 
new Ideal Tulip latch and key lock. 

Market data. Retail prices range from 
$45-$55. Available now through hard- 
ware and home improvement distribu- 
tors, the door is designed for consumer 
sale. Dealer sales aids include floor 
display units, literature and ad mats. 
Regal Window Products Co., Dept. AL, 
6720 Allentown’ Bivd., Harrisburg, 
Penna. 
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Normandie Railing & Columns 


Contemporary styling in the classical 
tradition of wrought iron best describes 
the all-new Normandie “N” Railing and 
the “NS” Column. The Normandie in- 
corporates all the charm _ associated 
with wrought iron plus solid stock con- 
struction, delicately designed spindles 
and a beveled edge top rail contoured to 
the hand. It also carries the maker’s 
house-time guarantee. 

Normandie railing and columns are 
especially adaptable to porches, patios or 
swim pools. 

Market data. Suggested retail price of 
Normandie “N” Railing is $4.80 per 
foot complete; aflat column retails 
@$21.50 and a corner column has a re- 
tail price of $36. Dealer discount from 
retail price is 40%. Available now from 
building material distributors, the rail- 
ings and columns are packaged ready to 
be installed. A dealer only needs a dis- 
play. He may buy the railing and col- 
umns as he sells them. Dealer sales 
aids include envelope stuffers, an idea 
booklet on home decoration and book 
containing photos of installations. Locke 
Mfg. Co., Dept. AL, Lodi, Ohio. 
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Heavy-Duty Pail 


A new 18-quart molded-rubber pail 
is made with DuPont Neoprene. Named 
the Fortex NPL 80-18, it is designed 
to resist the strongest acids, gasoline, jet 
fuels, paints and greases, says maker. 
Molded in one piece and reinforced with 
fabric for added strength, it weighs about 
six pounds. Its graduations in quarts 
and half gallons add to the pail’s use- 
fulness. It has a molded pouring lip 
and a rubber covered handle, which is 
handy for carrying in freezing weather. 
It cannot crush or mar surfaces, mak- 
er announces. 

Market data. Suggested retail price of 


the Fortex 18-quart pail is $7; dealer 
discount is 3344 %. Available now from 
building supply distributors, it is an 
ideal item for both consumer and con- 
tractor sale. Dealer sales aids include 
streamers, envelope stuffers and ad 
mats. Cooperative advertising allowances 
are available to dealers. The pail also is 
available in 10 and 12-quart capacities. 
Cauchotex Industries, Dept. AL, 44 
Whitehall St., New York 4, N. Y. 
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New Cabinet Pulls 


A new line of cabinet knobs and pulls 
called “Horn of Plenty” is announced by 
Ajax Hardware Corp. Sculptured into 
third dimensional reproductions of fruits 
and vegetables, the hardware is available 
in old copper and polished brass. They 
are said to match any decor—modern or 
contemporary, traditional or provincial. 

Market data. Available now through 
building material and hardware distribu- 
tors, also contract hardware wholesalers. 
Product comes in clear plastic envelopes, 
10 to a box and 40-100 to a case. Dis- 
play boards and ad reprints are among 
available sales aids. Dealers’ discount is 
40% from list. Co-op advertising consid- 
ered. Write Ajax Hardware Corp., Dept. 
AL, 4355 Valley Blvd., Los Angeles 32, 
Calif. 
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Introduces Allwood Allweather Siding 


Hines new Allwood Allweather bevel siding consists of 


tempered hardboard laminated to veneer crossply and lumber 
core for high dimensional stability and rigidity. Rabbeted 
edge makes product self-aligning. allowing one man to apply 
siding easily and without furring strips or wedges, says 
maker. Tempered hardboard surface resists splitting, abra- 
sions and hammer marks. Painting follows general procedure 
for all wood siding. Its standard 8’ length cuts waste. A 
full 12” width with 42” rabbet joint gives an attractive modern 
appearance. The new siding it not only sealed and tempered, 
but also has an exterior glue line between plies. It can stand 
unpainted in any weather without damage, maker says. 

Market data. Suggested retail price of Hines Allwood All- 
weather Siding is approximately $350 per 1,000 square feet. 
Usual retail markup on cost is 33%. It may be obtained from 
building material wholesalers. It is fully wrapped in attractive 
waterproof paper, six pieces per bundle. 

The siding is primarily an item for contractor sale. Dealer 
sales aids include samples, literature and reprints of ads. 
Edward Hines Lumber Co., Dept. AL, 200 S. Michigan Ave., 
Chicago 4, Ill. 
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New Literature 


Time-Saving Card—See Back Cover 


Formica Laminates. A new 12-page booklet shows contrac- 
tors and carpenters “How to Apply Formica Laminated Plastic 
On-the-Job.” Tools, tips and techniques necessary to work 
with Formica laminates are portrayed in photographs and 
text. Included also are a number of decorating suggestions in 
which Formica laminates can be utilized. Copies of the book- 
let may be obtained free of charge by writing Formica Corp., 
Dept. AL, 4614 Spring Grove Ave., Cincinnati 32, Ohio. 
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A new 1959 General catalog contains 32 pages describing 
the manufacturer’s 300 different models and sizes of swing- 
ing door, sliding door, specialty medicine cabinets and ac- 
cessories. Full specifications are included to make it easy for 
the customer to order the right model to fit a specific space. 
A dealer visual price book also is included. General Bathroom 
Products Corp., Dept. AL, 1809 W. Thomas St., Chicago 22. 
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Drafting Equipment & Supplies. A new 100-page, 842”x11", 
“Drafting Equipment & Supply” catalog is now available free 
of charge. It features wood and steel drawing tables, plan 
files and drafting room furniture of all types plus a com- 
plete line of surveying equipment and supplies. Alfred Moss- 
ner Co., Dept. AL, 108 W. Lake St., Chicago 1, III. 
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Insulating for Electric Heat. Three new technical bulletins 
describe the application of Borg-Warner’s Alfol aluminum 
foil reflective insulation in electrically heated homes. The 
new literature covers Alfol applications in areas with design 
temperature of minus 20°, 0° and plus 20°. Heat loss data, in 
terms of watts/square feet, are provided. A sample calcula- 
tion can serve as a guide in making similar calculations for 
individual reflective insulation applications. To obtain the 
bulletin which covers a particular area, write Reflectal Corp., 
Dept. AL, 200 S. Michigan Ave.. Chicago 4. 
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“A Handbook of Log Rules” featuring tables of board foot 
volume measure as well as other statistics of daily usage to 
personnel in the forest industries and related fields is available 
at no cost. The 32-page illustrated handbook provides an ag- 
gregate of log rules most commonly used. Included are other 
guides for computing plot radii, the number of transplants per 
acre for various spacing and average weight of logs and 
lumber in pounds per 1,000’. International Harvester Co., 
Dept. AL, 180 N. Michigan Ave., Chicago 1. 
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Wrought Iron. The publication of the second edition of its 
“Picture Book of Authentic Locke Wrought Iron” is an- 
nounced by Locke Mfg. Co. It is profusely illustrated with 
outstanding installations to show how any Locke style will 
appear. Included are such new designs as the Sentry mail- 
box post, lanterns and lantern posts and the new Normandie 
“N” railing. Locke Mfg. Co., Dept. AL, Lodi, Ohio. 
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Towmostatic Drive, a unique method of instant power 
application for fork lift trucks that provides significant sav- 
ings in maintenance costs by eliminating many conventional 
drive-train components, is featured in the latest edition of 
“Handling Materials Illustrated.” Practical solutions to costly 
materials handling problems common to many different types 
of industry are also outlined. Towmotor Corp., Dept. AL, 
1226 E. 152nd St., Cleveland 10, Ohio. 
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Patio Building. Illustrated instructions for building a patio 
with translucent fiberglass reinforced plastic panels are featured 
in a new, four-color brochure. Entitled “How to Build for 
Better Living with Filon,” it also contains ideas for many other 
applications of Filon, including carports, greenhouses, luminous 
ceilings and fences. The brochure (Form No. 151) may be 
obtained without charge by writing Filon Plastics Corp., Dept. 
AL, 125 Lomita St., El Segundo, Calif. 
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Builders’ Hardware. A colorful new 104-page catalog illus- 
trates the manufacturer’s full line of builders’ hardware. New 
items described in the line include Champion and Adams- 
Rite type hardware as well as Fraim Padlocks. The Safe Pad- 
lock & Hardware Co., Dept. AL, Lancaster, Penna. 
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DOORS - WINDOWS JALOUSIES - AWNINGS 
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Regal Combination Doors 
All Sizes Z-bar or 
Expander Models 


Regal Jalousie Doors 
Aluminum or wood units 





Pr Rare pe yore 
e+% 
Pe a ele 


Regal 
Combination 
Windows 
2-track & 
3-track models 


~~ 


wre 


Regal Jalousie Windows 


Insulated Jalousie 
Porch Enclosures 





MR. DEALER: 

Regal makes your 

selling job easier with 

a full line of nationally 
advertised products 

backed by Regal 

experience, Regal z 
Quality, Regal Precision- J 
engineering p-l-u-s... 2 
proven Regal sales aids 4 
that help you sell in 7 
your local area. 





Z 


Regal Metal Awnings 
For Patios, Carports, Windows 


Aluminum Porch and Patio Railings 


Remember the A-B-C’s of Selling... 


HIGH QUALITY Regal Low PRICE 
Always Beats Competition 


OK REGAL... Send Me Full Dealer Details 


Clip coupon, attach to your letterhead and MAIL TODAY 


6720 Allentown Boulevard « Harrisburg, Pennsylvania 
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ACCOUNTING 


(begins on page 54) 





numerically as they find it just as 
fast and have a better check of their 
postings. 

Once a month, after they have 
sent out statements and proved their 
detail to the control, they pull out all 
paid up accounts in current file and 
file them in a paid-up account file. 

“We find this saves time in posting,” 
added McLaughlin, “as we do not 
have to thumb through a group of 
paid up accounts. However, when we 
post tickets again, we wheel up the 
paid-up account file close to the ma- 
chine in case some of these accounts 
are activated again.” 

They use a duplicate National Cash 
Register statement, which is carbon- 
less, cheap and won’t smear. 

Contractors are set up on a job 
basis and have a separate statement 
for each particular job, a feature 
they like and appreciate. 

“On the day we send out state- 
ments,” continued McLaughlin, “we 
usually have one or two days tickets 
to post. After we post these, we trans- 
fer the customer’s balance to new 
statements, which were typed up a 
couple of days previous and send the 
statement with the current postings to 


the respective yards which attach a 
copy of the sales tickets and mail.” 

If the customer wants to pay his 
statement plus late purchases, the 
manager can add current tickets, 
which he files with his copy of cus- 
tomers’ statement. 

In addition to preparing the state- 
ments for each yard, the home of- 
fice lists the accounts in the accounts 
receivable abstract book and _for- 
wards to the particular yard. This 
book gives the manager ready refer- 
ence to the age of a particular ac- 
count. 


tg 
CUSTOMER NAME ADDITIONS and dele- 
tions are quickly made on $750 recondi- 
tioned Graphotype used above by Mary 
Ann Romshek, Mead Lumber Co. book- 
keeper. 


Cash sales are run on a sales journ- 
al. A cash sheet is kept at the sales 
counter during the day which also 
records any pay-outs such as freight 
and miscellaneous expenses. 

Although they spent $11,000 on 
bookkeeping machines, Mead Lumber 
feels it is a must for two or more 
yards because of the savings in time 
and employes. 

Mead Lumber Co. operates yards 
in Columbus, York, Ashland, Broken 
Bow, Lexington and Cozad in Neb- 
raska; Fort Morgan, Colo. and 
Cheyenne, Wyo. 


RECORDS ARE STORED on adjustable 
shelf standards as shown by Warren 
McLaughlin, Mead accountant. On table 
is copying machine used for sales re- 
ports, inventories, etc. 








SLIM LOOK in Legs 
.. Sparks Sales! 


DENNIX— 


Scandinavian style 
ROUND TAPER 


LEGS 


/ 
' 
' 
' 
! 
i 
\ 


‘ 
Our New : 
' 
‘ 


Modern elegance and 
grace in fine hardwood 
New 3” solid brass trim 
taper ferrule. 


For variety in style and 
size stock Dennix 
furniture and table 
legs and other 
“attachables"’ and 
have a real good 
*‘do-it-yourself"’ 


DENNIX 
LEGS 


Are Customer 
Pleasers! 


You invest in good 
will every time you 
sell a Dennix product. 
They look good, stand 
up well, and are easily 
attached. The vast 
variety of Dennix styles 
and sizes is a great 
sales help. And prices 
are competitive. 


Stock Dennix Furniture 
and Table Legs, Book- 
case Builders, adjust- 
able shelf brackets and 
you'll find the ‘‘do-it- 
yourselfers’’ have 
made your store their 
buying headquarters. 





HAMMER TACKER 


So perfectly balanced 
you can staple for 
hours without strain! 


IT’S VERSATILE! 





Arrow's HT-50M staples practically 
everything! Batting, insulation, 
carpeting, flooring, upholstery, roofing 
materials, box car linings, posters, etc. . 


IT’S RUGGED! 








section. 


The price is right, quality ih 
guaranteed, Quick delivery. 


WRITE FOR FREE 


The New Extra Heavy 
SQUARE TAPERED 


LEG 
with heavy duty bracket 


object being stapled. 


All steel construction; absolutely 
jam-proof! Sure-grip handle insures 
perfect one-hand operation. 
Rounded striking edge won't injure 


IT’S LOADED! 





CATALOG 





Loads in a second... from the 
top! Takes 2 full strips (170) of 
any of these 1-50 staples: 
Ye", %", He" and %”. 
T-50 Staple Gun: Uses all above staples and 
Arrow's CEILTILE staples for ceitfng tile. | 
Distributors: Ask about Arrow Authorized ‘ 
Jobber Plan. Sold only through the Trade. Es ; re 
Arrow Fastener Co., Inc. 1 Junius Street, Brooklyn 12, New York 
Circle No. 152 on Handy Cover Card 
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Steel straight position brackets (No. 5) 
Flare brackets (No. 5F) on request. 


WRITE FOR FREE CATALOG 


DENNIX 


PRODUCTS CO. 
33.04 DOWNING STREET oS ee ee 
FLUSHING 54, N. Y. FLUSHING 54, N.Y. 


— Dept. AL-4 —————J “== Dept. Al-4 
Circle No. 151 on Handy Cover Card 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 
Rates: 
1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 
3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 

All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 


mailing copy for ads address them to: 
AMERICAN LUMBERMAN, INC. 


59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 





Assistants to Lumber Department Managers 
in several progressive medium sized retail 
ards in Central California, forty minutes 
rom State Capital. Integrity, experience, 
and sales ability will provide excellent up- 
portunity in long established firm of top 
reputation. 
Auburn Lumber Company 
Auburn, California 





IN CALIFORNIA, wanted an experienced 
LU-RE-CO or prefabricated construction 
Foreman or Superintendent. Expanding op- 
portunity offered to a good man in this 
new department of a good lumber company. 
Located in the best part of California. Write 
full information. 
Auburn Lumber Company 
Auburn, California 





Wanted—Manager for lumber yard in town 
of 500 in North Central part of Illinois. 
Give age, experience and references. Ad- 
dress Box H-21 American Lumberman, Inc. 





PINE SALESMAN WANTED 

m Well established wholesale hardwood firm 

plans to add pine department. Wants man 
experienced in buying and/or selling to work 
trade in Central North Carolina. Liberal 
profit-sharing plan assures bright future for 
right man. Please furnish complete back- 
ground. Replies confidential. Reply to Box 
H-32 American Lumberman, Inc. 





One of America’s leading manufacturers of 
awning windows, jalousie doors, and com- 
bination screen/storm windows and doors, 
has openings for two aggressive salesmen. 
Cover the greater Midwest wholesale build- 
ing trade. Excellent salary plus commission 
and expenses. Experienced men only need 
apply. All applications will be held confi- 
dential. 

MALCO, INC. 610-37th AVE. 

ROCK ISLAND, ILLINOIS 








HELP WANTED 








BUSINESS FOR SALE 














Wanted: Experienced man in wholesale 
lumber and millwork for general office 
work. Responsible for all office procedures. 
State experience and asking salary. Address 
Box H-30 American Lumberman, Inc. 





WANTED: Manufacturers Agent presently 
calling on Lumber Yards and Hardware 
Stores in Maine, New Hampshire, Vermont 
and Massachusetts to represent well estab- 
lished and reputable distributor for Alum- 
inum Combination Windows and Doors. 
Please give references and experience. Ad- 
dress Box H-31 American Lumberman, Inc. 





SITUATIONS WANTED 











Béokkeeper 
Familiar with lumber terms, like distribu- 
tion yard. Will consider wholesale, some 
manufacturing or perhaps other. Been self 
employed some time. iddle age. Address 
Box H-33 American Lumberman, Inc. 





EXECUTIVE 

Credit-Office Manager & Accountant with 
million dollar volume ready mix-block-lum- 
ber-building supply yard interested Treas- 
urer-Controller connection or future. Grad- 
uate accountant, proficient corporate profit 
& cost management. Write Box H-34 Amer- 
ican Lumberman, Inc. 





SALES REPRESENTATIVE 
WANTED 








Salesman now calling on retail lumberyards 
to handle our stock of kitchen cabinets on 
a commission basis. Territories open Wis- 
consn, Minnesota, Eastern Iowa and South- 
ern Illinois. Please mention lines now han- 
died and territories covered. Address Box 
H-23 American Lumberman, Inc. 





WANTED-SALES REPS. 
Wholesale accounts only! We are putting on 
men to call on lumber yards and wholesale 
distributors. Wonderful opportunity lus 
chance to take over Sales Management. Must 
be aggressive seller. We have no men on road 
now. Well-established, profitable line of 
aluminum combination storm windows, 
doors, awnings, jalousies, etc. Write: Mr. 
Harold Lieberman, Pres., State Metal Awn- 
ing, Inc., 131 Shonnard St., Syracuse, N. Y. 


NEW HAVEN AREA—Established lumber 
and building materials yard. Mostly retail. 
A-1_ location on areas busiest Bewre. 
Profitable history. Excellent reason for sel 


ing. Rare opportunity. Harris Weissbuch, 
138 Temple oP New Haven. Conn. 





FOR SALE: Retail Lumber Yard in wegen 


necessary buildings. Principal owner con- 
solidating operations in main locality. Ad- 
dress Box H-27 American Lumberman, Inc. 





FOR SALE: Old established lumber, ma- 
terials and coal yard in good south-central 
Wisconsin city of 3000 in heart of dairy- 
land. Substantial farm business, growing 
communty. Has industries employing 600- 
900 the ear around-—waterworks, new 
sewage disposal plant, swimming pool, 
good public schools, Lutheran and Catholic 
grade schools, Lutheran, Presbyterian and 
Catholic Churches. Sales $140,000 to $200,000 
on inventory $35,000 to 000. Only yard 
in town. Owner retiring. cellent opportu- 
nity for cash buyer. Address Box H-28 
American Lumberman, Inc. 





For Sale or Lease 
Old established Lumber Yard in Central 
California. On Highway 63, Cutler, Cali- 
fornia. One yard town. Excellent location. 
Easy terms. Byron Cannon, 426 Palm Ave., 
Cutler, California 





For Sale 
Retail lumber and building material, located 
small town Northern Minnesota's finest 
hunting and fishing area. Excellent net. In- 
ventory approximate $17,000. Will finance 
buildings and equipment. Address Box H-36 
American Lumberman, Inc. 





FOR SALE: Small Retail Lumber, builder 
supplies and hardware store. Located in fast 
growing Central Florida. Write: S. R. Clarke, 
5018 W. Colonial Drive, Orlando, Florida, 
for details. 





For Sale—Retail lumber and hardware busi- 
ness. One yard town in Central Illinois— 
a going concern—population 4100. Priced 
right. Husband's death reason for selling. 
Write Box H-37 American Lumberman, Inc. 





REPRESENTATIVE WANTED 

A leading manufacturer of open web steel 
building frames needs commission salesmen 
in Kentucky, Tennessee, Mississippi, Arkan- 
sas, Oklahoma, Kansas, Missouri, South Da- 
kota, North Dakota, Minnesota and southern 
Illinois. Market unlimited for this improved 
method of clear spanning space. Write Box 
H-35 American Lumberman, Inc. 





BUSINESS FOR SALE 








FOR SALE: Lumber, Building Material, 
paint and hardware, small Alaska town. 
Grossing average $100,000—2 buildings, good 
inventory, going concern. Excellent wd 
some financing available. Address Box G-51 
American Lumberman, Inc. 


Desirable business location—For Rent—East- 
ern Long Island, 150’ frontage Jericho Turn- 
pike, 450’ deep. New Office, storage sheds 
approximately 6000 > ix Ft. Ideal for lumber 
or storage yard. $250 Monthly. Call Jamaica, 
New York—LaAurelton 7-0500. 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO 


119 North Fourth Street 
Minneapolis 1, Minn. 





YARD FOR SALE 
Retail Lumber, hardware and coal yard in 
Northern Kentucky. Coal conveyors to dump 
truck. Good profitable yard. Been in busi- 
ness for 40 years. Will inventory. Address 
Box G-57 American Lumberman, Inc. 





THE MOST OUTSTANDING YARD in the 
Southwest is for sale due to owner's re- 
tirement account of age. City of 350,000. 
Established business; yearly sales approxi- 
mately $1,000,000. No bonus. Inventory at 
market. Sell or lease uipment and i 
provements to responsible purchaser. Ex- 
ceptional opportun * Negotiations confi- 
dential. Address Ox -26 American 
Lumberman, Inc. 
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Large 3” Plastic Reflectors. Ideal for Yard 
Protection. Will not rust. Available 2 for 
$1.00 postpaid. Dealer inquiries invited. Ad- 
dress Box G-49 American Lumberman, Inc. 





MACHINERY FOR SALE 








Ross Straddie Carrier Md. 70 5 ton good cond. 
Band Saw 64” wheels 8” saws. 

Knight Carriage 4 blks. 20-36 long. 

No. 1 Boss Timber Surfacer size 30” x 16” 
Bishop Lbr. Co. 2315 N. Elston, Chicago, Ill 
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Management Workshop-In-Print 


FROM 








99 WAYS TO SELL AT A PROFIT AGAINST CUT-PRICE COMPETITION 








* Seventh and last of a series 


Don't Lose the Order If You Can Get It at a Net Profit 


Rule 90. Talk cost to your competitor. There are laws 
against discussing specific selling prices with competitors 
and the breaking of them should be carefully avoided. 
However, if the competitor is grossly ignorant of costs 
there is nothing illegal about discussing the cost of doing 
business with them, and if your competitor has made a 
gross mistake in his quotation, you may save him a serious 
loss and yourself a sale by suggesting a recheck of his es- 
timate. 


Rule 91. Some buyers just have to hammer out a con- 
cession of some sort in buying. After applying as many of 
the above tactics as you deem necessary, close the sale by 
offering an extra service concession which will spell dol- 
lars in the prospect’s mind but do not necessarily lower 
your price. A good closing phrase is “I'll tell you what 
we'll do——” 


Rule 92. Do not be bashful about calling in some outside 
help in closing the sale if you think it will help you. 


Rule 93. If you have concluded that the buyer is a chronic 
bargain hunter, take him over to your bargain corner or 
bargain section in your operation and point out the bar- 
gains he can-have by buying from you. Buy some very 
cheap merchandise for this bargain corner for two pur- 
poses: 1, to trade up the buyer through contrast and com- 
parison, and 2, to supply the chronic bargain hunter. 


Rule 94. If you know ahead of time that you are deal- 
ing with a man who insists on a discount, you have two 
choices: add the sum to be discounted to your profitable 
price and then take it off, or ask him what discount he 
wants and do the same thing. 


Rule 95. In the last emergency, try to work up a “deal” 
upon which to close. For example, ask the buyer if he 
would consider permitting you to advertise his house as a 
model house over a weekend, if you make a certain con- 
cession. 


Rule 96. Consider the breakeven point. Try to reach 
this every day, then this extra competitive business be- 
comes less costly to handle than your regular trade and 
you can shave your price to meet competition because 
the service is not costing what you are doing for regular 
customers. After you have reached the breakeven point, a 
concession can be made without lowering the normal per- 
centage of net profit. 


Rule 97. Keep trying as long as the customer will listen. 
Don’t worry about how much of the prospect’s time you 
are taking. He’ll listen as long as you talk real benefits to 
him. There is no better expenditure of your time than 
getting a net profit on what you sell. 


Rule 98. Hang on until you have tried everything but 
don’t give up. It may be that the last step is the one that 
gets the order at the profitable price. Each of the above 
steps is a new reason for buying from you at your price. 
You can be pretty sure that one of them will hit the hot 
spot of the buyer. 


Rule 99. Remember no sale is lost until someone else 
has the signed order and has started delivery. 

You probably will never take all of the above steps. 
Take only enough of them to close the order at a profit. 
Try for a close each time you think you have made enough 
points. 

Assuming you have exhausted every resource, every 
technique and every bit of ingenuity that you possess in 
trying to sell at a profitable price, you might ask the buyer 
to give you finally, the minimum quality and quantity he 
will accept and then re-figure on this basis, but only do 
this after you’ve tried the majority of the above steps and 
after the buyer has stated without equivocation that he 
wants you to quote on lower standards than you have used. 

Everyone of the above steps is designed to help you get 
the order at a profitable price and these steps should be 
successful in nine cases out of ten. 

Remember at this point that you can’t get all the busi- 
ness, that it might be wise to let your competitor load 
himself up with this unprofitable sale. 

After you have used every one of the above strategies 
and tactics in avoiding a concession from your price, and 
you still are about to lose the business to a cut-price com- 
petitor, ask yourself these questions before meeting the 
competitive price: 

Will the fact that I have adjusted my price to meet 
competition be booted around and gossiped about, thus. 
weakening my reputation as a source of fair prices? 

Am I letting down my friends who place orders with 
me at my prices without questioning them? 

Is there a loss of self-respect here? 

If I’m going to pass up the business, shouldn’t I tell the 
buyer how to really take advantage of the chronic price 
cutter, that he may not have the bottom price yet? 

Why take the loss? Why shouldn’t I take the amount I 
would lose by meeting the price and invest it in advertising 
to bring in more profitable non-competitive consumer 
business? 

What is to be my future relations with this buyer? Will 
he always expect an adjusted price from me? 

Under an optimum pricing policy a building product is 
rarely oOver-priced—it is usually under-desired, which is 
another way of saying “poorly sold”. Let’s put the blame 
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for a cut price where it usually belongs—on inadequate 
salesmanship. 

Remember everytime a reputable company cuts a price, 
it has a tendency to tear down the market and make sub- 
sequent sales at a profitable price more difficult for all 
reputable dealers in the trading area. 

In contemplating a price concession, carefully check 
the following table as to what it really costs to cut a price. 

After a fair price has been established, if the specifica- 
tions remain the same, any price cut comes out of net 
profit. There is no other place for it to come from! 

If your price structure is organized to give you an an- 
nual average of 6 to 8% net profit before taxes on your 
sales and 20% on your net worth, and if your total ex- 
penses on a percentage of sales are in the range between 
15% and 25% of sales—then a price cut of 10% to 15% 
would wipe out any net profit on the sale unless you could 
increase your volume and turnover beyond your breakeven 
point. 


Furthermore a price cut of 12% to 20% would wipe out 
any profit regardless of any increase in volume or turnover. 


Another way of stating this—any sale where the gross . 
margin is not enough to cover the variable expense per- w. . 8. 
cent (variable expenses are costs that rise or fall with 
sales volume, such as handling, delivery and seiling costs) 
is an unprofitable sale regardless of the volume. The more 
— the greater the loss! 
If you decide to cut your price to meet competition, 
plan a sale at a compensatory price to offset that conces- HARDWOODS — WHITE PINE — HEMLOCK 
sion and thus sustain your net profit. DEFEND YOUR TRADE WITH 
Finally, here are some good reasons for turning down 
cut price business: 
if the order carries no profit MENOMINEE INDIAN MILLS 
if there is any uncertainty about payment Neopit, Wisconsin 
if it will promote direct competitive retaliation® : 
if you can’t hold a good customer or make a new one Air-dried | QUALITY LUMBER Kiln-dried 
One last profit seeking rule: If you lose the order, take 
the time and trouble to sell the prospect on coming back Circle No. 154 on Handy Cover Card 


to you next time he has something to buy. 
. Teese Winds 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 














For Data on Products 
in This Issue 
SEE and USE 
HANDY COVER CARD 
Inside Back Cover 














Centrally located for vacation fun—near Gulfstream Track, 
ar cng Dog Track, Jai Alai, churches, smart shops, 
¥ amous restaurants—yet nestled in a quiet, restrained 
REDUCE delivery costs. atmosphere of its own, with swimming pool which over- 


UNLOAD a LOAD or HALF LOAD at a time looks adjoining golf course. 
ge with an 1, 2 and 3-bedroom apartments, efficiencies; air condition- 
R-B ROLL-OFF ing, Panel-ray heat; T.V. and lounge; shuffleboard. 
$3 daily per person, double occupancy. Efficiencies slightly 
truck body higher. $1 additional per person, July and August. Write 


for reservations today. WILL MEET TRAIN, PLANE 
OR BUS. 





DUFEK-PAGANO-PARKER—Owners 


Complete bodies shipped KD. Easily installed. 2734 Johnson St. 
Write, wire or phone for catalog and prices. —_— 


The R-B Co. 3 
1921 Guinotte, Kansas City 20, Mo. r WAbash 2-9468 


Hollywood, Fla. 
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“Have You Overlooked This"’ 


The following manufacturers were carried 


Hines Lumber Co., Edward 60 
Information and samples offered on new 
at ge | all weather siding. 
ti ‘om 





in the April 13 issue of American L 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


Abitibi Corporation 33 
Complete line of hardboard and insulation 
board products offered. All available in 
mixed cars. 
Admiral Corporation 85 
Get more information on Admiral built-in 
PA. snopes No obilgation. 


101 

ecard for “Builders ot of 
Fa ut Aluminum Siding 

Alsynite Co. of America 35 
nufacturer offers new guarantee on 
Superglazed Fiberglass Panels. 

Aluminum Co. of America 

New Alcoa farm roofing literature avail- 
able to dealers. 

American Screen Products Co. 13 

Smoothest, quietist sliding door hardware 
offered by manufacturer. 

American Sisalkraft Corp. 

Offers profit making line of waterproof 

reinforced papers. 
Andersen Corporation 

Learn how Andersen Strutwalls cut normal 

window installation two-thirds. 
Armstrong Cork Co. 18 

Dealer sells 54,149 square feet of ceilings 

in three months. Find out how. 
Barclite Corp. of America qd 

Use handy cover card for free literature 
and samples. 

Behr-Manning Co., Div. of Norton Co. 54 

New Bear andpaper Rack #59 is dealers 
choice for sandpaper sales. Send for 
information. 

Burroughs Corporation 

Offers free booklet on thrifty accounting 
setup. 

Celotex Corp. The .. 

Manufacturer offers many sales aids plus 
free room-planning guide book. 

Clarke Floor Machine Co. 

Complete information on floor machine 
rental department available without 
charge. 

Cummins Portable Tools, 

Div. of John Oster Mfg. Co. .......... 91 

Offers complete details on Hardware 
Week Special and free display materials. 

Delmhorst Instrument Co. 92 

Manufacturer will send free information 

on new moisture detector. 
Dodge Corp., F. W. 

Booklet “Dodge Reports—How 

Them Effectively” offered. 
Evans Rule Co. 

Each Evans pocket tape comes packaged 

in free “Holster Pak"’. Send for details. 
Fordyce Lumber Co. 

Offers 70 years of experience and know- 
how in the manufacture and distribution 
of lumber. 

Frantz Manufacturing Co. 
Three catalogues on garage doors sent free. 
Friden, Inc. 6 

New edition “Lumber Calculations Made 
Easy ... .” now ready. 22 pages of use- 
ful figuring facts. 

Georgia-Pacific 

New factory sealed Redwood Sid ng saves 

customers up to $40 per M feet. 
Goshen Mfg. Co., The .. 

Send for color catalog on complete line of 

lawn furniture. 


“5 72 H read Handbook di 
e Homosote Han on sidings 
oleted free. 


Illinois Lock Co., The 80 
Special free offer on <p door closer 
for storm and screen doo 


ere & pom Inc., Spencer 99 
—_— profitable 1 linseed oil sales of- 


Kesuatent Co: 
Sub. Ekco Products Co. 6 
Save 50% on published price list of one 


complete set of Kennetrack sliding door 
or folding door hardware. 
Bites, Feed 
at f Air Control Products Inc. .... 21 
Send “tor free literature on Full-Vu steel 
folding doors. 
Lockwood Hardware Mfg. Co. 
Special intradaatory citer on new door 
hardware announced. 
Master Lock Co. 96 
omer features complete padlock depart- 
ment in od a" 2 square feet. 
McLeete Co. 
Free set of RES for wood awnings of- 
fered for display purposes. 
Minnesota Mining & Mfg. Co. ............ 43 
New selling tool from “Scotch” Brand. 
og lg free paint brush collar in every 


National Starch Products, 
Granite Board cendorlagmnent for improved 
surface at lower cost. 
Nichols Wire & Aluminum Co. 2 
Colorful insert offers merchandising kit 
on aluminum building products. 
Quaker State Metals Co. 1 
Full story on new ventilated soffit material 
offered. 
Samuel Stamping & Enameling Co. 
Complete information on Built-in Ranges, 
gas or electric, available. 
Sargent and Co. 32 
Details on 1959 lucky key contest available. 
Sun Valley Industries, Inc. ..........@ .108 
Offers aluminum sliding lass doors in a 
choice of ten durable decorator colors. 
Swingline, Inc. 12 
Manufacturer has 4 unit display kit for 
ony selling of new staple gun with 
built-in staple extractor. 
Textron Metals Co. 
Information on aluminum doors, windows, 
siding and awnings available. 
Walker and Son, Inc., T. V. .............. 107 
Complete details on profit making line of 
aluminum sliding glass doors offered. 
Weather-Proof Co., The 7 
Makes special offer on a new complete line 
of aluminum accessories. 
Welsh Plywood Corp. 70 
Exclusive ‘“‘packaged”’ pene for builder, 
contractor and do-it-yourself trade. 
Weyerhaeuser Timber Co., 
Silvatex Products Div. 
Offers special dealer program and mer- 
chandising aids. 
Wood Conversion 
Announces new acoustical tile. Also com- 
plete kit containing displays, literature, 
ad mats and radio announcements. 
Zonolite Co. 
Has new kind of insulation for block and 
cavity walls. Cash in with 8-point “part- 
nership” program. 
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Allied Chemical Corp., 
Barrett Division 

Aluminum Co. of America 

American Screen Products Co. 

Appalachian Hardwoods 

Archer-Daniels-Midland Co. 

Arrow Fastener Co., Inc. 


Barrett Division, 
Allied Chemical Corp. 
Bennett Mfg. Co., Richard C. 
Bestwall Gypsum Cc 
Bird & Son, 
Black & Decker “Mfg. Ee way stones 33 


Capitol Products Corp. 
Cherry River Boom & Lbr. Co. 
Colorado Fuel and 

Iron Corp., The 
Canlinental Steel Corp. 


Dennix Products Co. 
Dosch Manufacturing Co. 
Douglas Fir Plywood Assn. 


Formica Corporation, 
Sub. of Cyanamid 


Georgia-Pacific 
Gering Products, Inc. 
Gilbert & Bennett Mfg. Co. 


Hamer Lbr. Sales, Inc. 


Independent Lock Co. 
Inland Steel products Co. 
Insulite Div., 

Minnesota & Ontario Paper Co. 


Johns-Manville 


Kellogg and Sons, Inc., Spencer 
Knape & Vogt Mfg. Co. 


Libbey-Owens-Ford Glass Co. 
Louver Manufacturing Co. 


Mastro Plastics Corp. 
Menominee Indian Mills 
Michigan-California Lbr. Co. 
Minnesota Mining and Mfg. Co. 
Multiplex Display Fixture Co. 


National Lock Co., 
Medalist Hardware Div. 
National Manufacturing Co. 
Neils Lbr. Co., J. 
Nevamar Carefree Kitchens, 
Div. of National Store Fixture Co., Inc. 57 


Plumb Shop 

R-B Co., The 

Regal Window Products Co. 
Roddis Plywood Corp. 


Southwest Lumber Mills, Inc. 
Sterling Corp., John 


Tarter, Webster & Johnson, Inc. 
Timber Engineering Co. 

Trade Winds Motel 

U. S. Plywood Corp. 


Wood-Mosaic Corp. 








Cross-cuts or 

Rips panels of 

@ TILEBOARD 

@ HARDBOARD 

@ PLYWOOD 

@ ALUMINUM 

@ PLASTICS AND 
PLASTIC 
LAMINATES 

@ ALSO USED TO 


Now You Can Make A Profit 
Cutting Panel Boards To Size With A 
_ Bennett 


WRITE FOR PRICES AND LITERATURE 


RICHARD C. BENNETT MFG. CO. 


PAYS FOR ITSELF IN A FEW MONTHS 


Rips or cross-cuts can be made without remov- 
ing panel from machine. One man can cross- 
cut or rip a 4’ x 12’ panel alone and quicker 
than two can on a table saw. All cuts are con- 
sistently square. Vertical and horizontal scales 
are attached for selective cuts. Machine is 
fool-proof; can be operated by unskilled in 





TRIM DOORS BOX 339 LACEYVILLE, PENNA. 


complete safety. 
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Nistinative 


There's every reason why you can sell NATIONAL LOCKset 


with confidence. Offering a complete selection of 
smartly-styled knob and decorative escutcheon designs, 


NATIONAL LOCKset adds the touch of distinction 
to modest and palatial homes alike. NATIONAL LOCKset 


is soundly engineered and quality built from knob to knob 


. assuring long-term, troublefree service. 





WAleda list \ waroware pivision 


NATIONAL LOCK COMPANY ©® Rockford, Illinois 
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Find it Faster, Sell it Faster 


--» WITH NATIONAL'S PICTO-GRAPHIC CARTON LABELS 


Your clerks will close sales faster—with greater customer satisfaction—when 
your shelves are stocked with those blue-labelled National boxes. No fumbling, 
no guessing what’s inside each box . . . it’s all right there on the Picto-Graphic 

‘ : - ‘ WRITE FOR 
label—what item, what size, what finish. One more reason why the big-volume FREE CATALOG 
dealers are swinging to National of Sterling. TODAY 


NATIONAL MANUFACTURING CO. 
11904 First Ave. Sterling, Illinois 
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